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The Original “Show Me” Man 


Is the classified advertiser. He may bow somewhat to prestige if the 
paper is old, but a new paper has to deliver the goods and do it quickly, 
or his business goes elsewhere. 


The indianapolis Star 


although not new, is the youngest of the Indianapolis dailies. It is 
just beginning to win its deserved favor with the foreign classified 
advertisers, but its local patronage is such that it carries practically the 
same volume of classified business as its older competitor. And it is 
still making phenomenal gains. The STAR is the natural classified 
medium of Indianapolis, with 13,500 more circulation than any other 
Indiana paper—and good quality circulation. Results to local patrons 
have been such that the STAR 


Gained 833 I-3 Columns of Classified 
Advertising 








during the six months ending Nov. 30, 1906, as compared with the 
same period in 1905. This is one of the largest classified gains ever 
made in the United States. Rate in the Indianapolis STAR, 6 cents 
per line. 

The Star League. Just About Covers Indiana. Combined 
circulation of Indianapolis, Muncie and Terre Haute Stars, 135,143. 
Combination classified rate, 12 cents per line. 


General Offices of the Star League: 


INDIANAPOLIS STAR, MUNCIE STAR, TERRE HAUTE STAR, 
STAR BUILDING, INDIANAPOLIS. 


C. E. LAMBERTSON, 1315 Flat Iron Bidg., New York, Eastern Manager. 
JOHN GLASS, Boyce Bidg., Chicago, Western Manager. 
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Work upon the revision of Rowell’s 
American Newspaper Directory 
for 1907 is now in hand. 








Publishers who wish to furnish a statement of the number of 
copies printed for the year 1906, to appear in the Directory for 1907, 
the 39th annual issue, will be in time if their report is received on 
or before February 15, 1907. 


* % * 

The book for 1907 will be issued in May of that year. The sub- 

scription price will be $10, the same as heretofore. 
* * % 

The book will report the name of every paper or periodical, the 
day or frequency of issue, will tell its politics or the interest to which 
it is devoted, the size and number of pages, the subscription price, 
the date of establishment, editor’s pr publisher’s names, and will 
accord a rating intended to make known its average issues for the 

receding year, to every paper or periodical believed to issue regu- 
arly so many as 1,000 copies. For publishing such information 
there will not be, and never has been, any charge. 


% * * 

The publisher’s statement of what has been the number of copies 
printed for a year, preceding the date of his report, is accepted if 
it sets down the date of each issue and the number of copies pro- 
duced which were complete and sufficiently perfect to be mk to 
subscribers or sold to be read, dividing the total by the figures 
that indicate the number of separate editions, the result showing 
the average edition issued. 

On receipt of five two-cent postage stamps the publishers of the 
Directory will send, to the publisher of any paper making applica- 
tion, a page from the last issue of the Directory, showing how that 
paper was described therein and the circulation rating accorded. 

On receipt of five two-cent postage stamps the publishers of 
the Directory will send, to the publisher of any paper making ap- 
plication, two copies of a large blank, printed on heavy ledger 
paper, showing a form for making up such a statement of copies 
printed as will be certain to meet the Directory editor’s views, if 
properly filled in. * k Be 

If a publisher wishes to make any statement in his own behalf, 
to appear in the next issue of the Directory, to follow the catalogue 
description of his paper, he may say whatever he chooses at a cost | 
of $1 a line for the matter inserted, which will be designated by ap- 
pearing under the heading ‘‘PUBLISHER’S ANNOUNCEMENT.” Six 
words average a line. If the announcement calls for 120 words or 
more the price paid carries with it a right to a free copy of the 
book (which is sold separately for $10). If cash accompanies the 
copy five per cent may be deducted from the price in consideration 
of advance payment. * * * 

Display advertisements to appear in the body of the Directory 
also entitle the advertiser to a free book, and will be inserted 4% page 
for $20, 144 page for $30 and 1 whole page for $50; but these prices 
are doubled if a position for the advertisement is demanded on the 
same page or opposite the one where the catalogue description ap- 
pears of the paper advertised. These prices are also subject to the 5 
per cent reduction if cash, in full payment, accompanies the order. 

Address all communications to 


PRINTERS’ INK PUBLISHING CO., 
Publishers of Rowell’s American Newspaper Directory, No. 10 Spruce St., New York. 
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FIGHTING ROYAL. 


A COURAGEOUS BAKING POWDER 
CONCERN IN CHICAGO IS DOING IT, 
AND TAKING SOME OF ROYAL'S 
BUSINESS—BEGINNING SEVENTEEN 
YEARS AGO, WITH NEXT TO NOTH- 
ING, IT NOW HOLDS ITS OWN IN 
TWELVE STATES AND IS GROWING 
ONE STATE A YEAR—ADVERTISING 
INAUGURATED REAL PROGRESS, 


Another demonstration of what 
may be done to offset “trust” 
methods with a good commodity, 
a good deal of grit and a mod- 
erate amount of advertising, is 


NEW YORK, DEcEMBER Ig, 1906. No. 12, 


Royal has $20,000,000 capital, and 
all the established brands. It pays 
fat dividends. It controls the 
trade in cream of tartar in the 
United States. What part cream 
of tartar plays in baking powder 
was clearly shown when Lincoln 
Steffens investigated Royal meth- 
ods for McClure’s Magazine in 
1904. Royal was founded by the 
late William Ziegler, who began 
as a trust fighter himself nearly 
forty years ago. Coming up from 
a poor boy, Ziegler in 1868 went 
into the baking powder business 
with the Hoaglands, then a firm 











found in the success of the Calu- 
met Baking Powder Company, 
Chicago. This concern is not only 
the largest and most aggressive 
competitor of the Royal Baking 
Powder Company, but in building 
up its business the past decade 
it has virtually taken trade out of 
the “trust’s” own preserves, in 
spite of a vast organization that 
has not only employed unlimited 
eapital to hold a monopoly, but 
even crooked legislation. 

af The moment you have said 
Royal” in baking powder, of 
course, you have covered practi- 
cally everything in this field. 





of druggists in Fort Wayne, Ind. 
The Hoaglands tried to trick him 
out of his share of the profits, and 
he left them until they let him in, 
organizing a competitive concern. 
Royal was first organized in 1873, 
and while the business was grow- 
ing it was suddenly learned that 
alum and soda made a stronger 
leaven than cream of tartar. 
Alum and soda were plentiful and 
cheap. Thus a control of expen- 
sive cream of tartar acquired by 
Royal became of little value. 
Ziegler then started out to fight 
alum on its merits as a food prod- 
uct, and through advertising, 
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newspaper articles, _ prohibitive 
laws lobbied through State legis- 
latures, etc., he created the im- 
pression still widely prevalent in 
this country that an alum baking 
powder is unwholesome. When 
Royal was capitalized at $20,000,- 
000 in 1899 this impression form- 
ed one of the chief assets. 

The best pathological and 
chemical opinion on the respective 
merits of alum and cream of tar- 
tar makes out a pretty good case 
for both as wholesome food in- 
gredients. It isn’t what goes into 
the baking powder so much, the 
authorities say, as what is left in 
the bread and biscuits when they 
come out of the oven. Cream of 
tartar is transformed by the heat 


of the oven into rochelle salts, a — 


well-known purgat- e, said to be 
slightly irritant. Alum is trans- 
formed by heat into hydrate of 
aluminum, which sounds more 
deadly, but is held to be harmless, 
passing through the body inert. 

The Calumet Baking Powder 
Company makes a powder con- 
taining no cream of tartar, mar- 
keted under the “Calumet” ‘brand, 
Its product can be sold more 
cheaply than a cream of tartar 
powder, and consequently it has 
an immense advantage in price. 
But the “alum, a poison” bugaboo 
so persistently built up by Royal 
has been the undoing of many a 
manufacturer of alum and soda 
powder, and in its trust fight 
Calumet has gone straight for this 
popular impression. 

The company staried in busi- 
ness about seventeen years ago, 
on a very modest scale. Lacking 
funds, the policy laid down was 
thorough development of a re- 
stricted territory, through sales- 
manship and such advertising as 
could be paid for out of profits— 
nor a great deal at the outset. All 
this advertising, however, went to 
demonstrate the trickery of trust 
methods—and if any reader cares 
to look into that subject further 
let him turn to Mr. Steffen’s ar- 
ticle in McClure’s for April, 1904 
(pages 593-09). This difficulty of 
devoting sufficient funds to the 
work of advertising still exists in 
Calumet’s business, for naturally 


no independent concern, nor per- 
haps all independent baking pow- 
der manufacturers combined, 
could match dollar for dollar with 
Royal. But from a trade cover- 
ing hardly one city the company 
has spread out over twelve States, 
in each of which it is established 
to stay, while its present advertis- 
ing expenditure is more than $50.,- 
ooo a year. In some of the terri- 
tory where Calumet is established 
the company makes nearly as 
good a showing in advertising as 
the trust. Calumet has further 
waked up Royal to an increased 
advertising expenditure the past 
few years, and the old poison as- 
sertions are appearing again in 
its display copy. But trickery, 





Avoidalumand alum phos- 
phate baking powders. The 
label law requires that all 
the ingredients be named 
on the labels. Look out 


for the alum compounds. 


NOTE.—Safety lies in oo only 
Royal Baking Powder, is a 
pure, cream i ha powder; 
and the best that can be made. 


WHAT ROYAL SAYS, 





bribed legislators, misquoted 
scientific reports and the publica- 
tion of false news concerning 
poisoning cases are no_ longer 
weapons in Royal’s armament. 
Ten years ago they were, but re- 
cent investigations into business 
corruption have simplified the sit- 
uation for competitors, and nowa 
concern with as good a start as 
Calumet has clear sailing ahead. 
Concerning Calumet’s advertis- 
ing and development, Warren 
Wright, secretary and treasurer 

of the company, recently said: 
“We began to advertise about 
eleven years ago, first using the 
country weeklies, from which we 
got very good returns, Our meth- 
ods were conservative, and as our 
profits increased we swelled the 
advertising expenditure, until it 
is now about $55,000. Weekly 
papers were added as we grew 
(Continued on page 6). 
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Nothing Succeeds like Success. 





@ The spirit of Success is contagious, 
stimulating and effectual. 


@ The working of this principle of 
Success is readily seen in the efforts of 
a salesman. One important sale gives 
him added power, and his next cus- 
tomer responds to it, for all the world 
loves Success, and loves to have its 
dealings with a Success. 


€. It is commonly known that THE 
SATURDAY EVENING POST is a Suc- 
cess — with a capital “S’’ and spelt 
large. The thread of our argument is 
that if you make our Success your 
Salesman, there will be a prejudice in 
your favor from the very start, and you 
will have in THE SATURDAY EVENING 
POST a salesman strong, clean, suc- 
cessful and with a large following of 
friends. 


@ The hardest thing in business to get, 
and the most worth having, is a friend. 





THE CURTIS PUBLISHING COMPANY 
PHILADELPHIA 
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stronger and entered more terri- 
tory—our present policy is to add 
one new State a year, and event- 
ually we hope to cover the entire 
country. Magazine advertising 
has naturally been out of the 
question, as the big national cir- 
culations would carry our story 
into over thirty States where we 
have no distribution. Later we 
took up dailies, and now our ex- 
penditure goes into both weeklies 
and dailies. Uniform space is 
used, and the advertising appears 
all the year round. The average 
copy is two-inch single column 
and four-inch double column, run 
alternately. But frequently there 
is Occasion to revive interest in 
a certain locality? Then we-run 
large ads measuring nine inches 
across four columns. When we 
put our goods into new territory 
we go there to stay, and this ap- 
plies to our advertising. None of 
it appears spasmodically. It is a 
regular feature of the leading 
newspapers from January to De- 
cember, year after year.” 

“What do you consider have 
been the strongest arguments in 
advertising, Mr. Wright?” 

“Our special offer and guaran- 
tee as to the wholesomeness of 
Calumet. We will pay $1,000 for 
any substance injurious to health 
found‘in our product. In almost 
every announcement we empha- 
size that our product is: First— 
The only high-grade baking pow- 
der sold at a moderate price; 
Second—That it is not manufac- 
tured by a trust; Third—That 


food prepared from it is free 
from tartaric acid, rochelle salts, 
alum, lime or ammonia. The 
latter is a statement that few 
other manufacturers can truth- 
fully make—the well-known 
brands controlled by the Royal 


interests leave in food a residue 
of rochelle salts. 

“In building up this business 
the early years were hardest. Dur- 
ing the first five years progress 
was slow, though we always 
managed to show alittle increase 
at the end of every twelvemonth. 
During the past five years, how- 
ever, with extensive advertising— 
we have spent fully $250,000 in 
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that period—the growth has been 
great. 

“Our energy has also been con- 
fined to the one prqduct and the 
one brand of that product. In 
regard to alum, we can State that 
Calumet Baking Powder is in ac- 
cord with the pure food laws of 
every State. This hue and cry 
about alum has been made with 
the purpose of leading the public 
to believe that the alum of com- 
merce is referred to, which is not 
the case. We believe that the use 
of the specially prepared soda alum 
is a wonderful improvement in 
baking powder, and even if the 
plain alum of the corner drug 
store were employed, it would 
make no difference to consumers, 
as in a properly compounded bak- 
ing powder the ingredients are 
entirely destroyed in the oven, 
forming carbonic acid gas. In our 
advertising copy these involved 
chemical issues have not been 
taken up at length, however. We 
rest on our guarantee and the 
pure food laws, and find this just 
as effective—probably more so, 
because more easily understood. 
We have never used advertising 
space, either, to tell how injuri- 
ous or poor or costly other manu- 


facturers’ goods are—an_ error 
commonly made in advertising 
campaigns, I think. What we 


want is to give the reader all the 


information possible about our 
own product. 
“One decided advantage has 


been the fact that there are few 
advertisers in our line. The news- 
papers are not overrun with bak- 
ing powder arguments as they are 
with information about certain 
other commodities. This makes 
the advertising of Calumet con- 
spicuous. We believe newspapers 
to be the best medium, and have 
especial regard for the country 
weeklies, which serve the purpose 
in the communities where they 
circulate just as well as the dailies 
do in larger places. We are not 
desirous of casting reflections on 
magazines, though—we believe in 
them for a nationally distributed 
product. To get full benefit of 
this circulation nowadays one has 
to have even an international dis- 
(Continued on page 8.) 
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CLASSIFIED ADVERTISING IN 


The Pierce Publications 
AT A BARGAIN PRICE 


FIVE CENTS A WORD 
FOR A WANT AD IN THE 
IOWA HOMESTEAD, 
KANSAS CITY FARMER 
AND _STOCKMAN, AND 
WISCONSIN FARMER 


Over 165,000 Farm Circula- 
tion Guaranteed—no classified 
adbertisement in the three 
papers for less than $1.20. 
































The farmer is an eager reader of classified advertising 
which appeals to his self interest. The Pierce Publications, 
the foremost group of farm papers in the world, have inau- 

ated a department of classified advertising at a special 
yargain rate. Every classified advertisement is inserted in 
THE IowA HOMESTEAD, Des Moines, Iowa; THE FARMER 
AND STOCKMAN, Kansas City, Mo., and THE WISCONSIN 
FARMER, Madison, Wis., the three papers having a total 
weekly circulation of over 165,000, covering the States of 
Illinois, Iowa, Wisconsin, Minnesota, the Dakotas, Ne- 
braska, Missouri, Kansas and Oklahoma. A rate of five 
cents a word is made for each insertion in the three — 
no insertion being accepted for less than $1.20. The adver- 
tisements are set in uniform type, without illustrations or 
display. Copy must be moire on or before Saturday of 
the week preceding publication and cash must accompany 
the order. The department is given a prominent position 
in the paper. It affords a fine and effective means of plac- 
ing a great variety of business propositions before the far- 
mers of ten great States at a minimum cost. 

The Pierce Publications include THE Iowa HOMESTEAD, 
Des Moines, Iowa; THE FARMER AND STOCKMAN, Kansas 
City, Mo., and THE WISCONSIN FARMER, Madison, Wis., 
published weekly; THE HoMEMAKER, Des Moines, Ia., a 
monthly for farmers’ wives, and THE FARM GAZETTE, Des 
Moines, Ia., a beautiful monthly magazine. Total circula- 
tion over 345,000, Advertising space in the five publications, 
$1 a line, flat. Space in the three weeklies 55 cents a line, 
with discounts on large contracts, Address 


THE PIERCE PUBLICATIONS 








| Homestead Bldg, - -  - Des Moines, Iowa 
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tribution. We believe in continu- 
ous advertising—money is wasted 
when a concern tells its story and 
then fails to repeat and repeat it. 
“Some forms of advertising in 
newspapers we would have the 
publishers prohibit. Certain pub- 
licity for baking powders is objec- 
tionable because it misrepresents 
to the public. Blind ads should 
be eliminated—we think they will 
be in time. In some of the 
most widely circulated metropoli- 
tan dailies space is sold for blind 
ads that are slanderous or malic- 
ious or untruthful in their attacks 
upon competitors, and the public 
is led to believe, as far as possible, 
that such advertising is bona fide 
news or editorial information.” 
Mr. Wright also stated that, in 
his opinion, the new national pure 
food law, with its labeling re- 
quirements, compelling the manu- 
facturer to state all ingredients, 
would be a good thing for the 
retailer, consumer and reputable 
manufacturer, forcing out of the 
market many low-grade products 
and giving a clearer field to the 
best and wholesomest. This label- 
ing law has lately been featured 
in Royal advertising, the public 
being directed to read labels and 
reject all baking powders contain- 
ing alum and alum _ phosphate. 
Calumet’s advertising is placed by 
Lord & Thomas, Chicago. Ac- 
cording to schedules of copy now 
running the ads appear weekly in 
country newspapers, 260 inches a 
year, and three times a week in 
dailies, a total of 624 inches an- 
nually. When the large special 
copy of nine-inch four-columns is 
ordered, it runs on Tuesdays, 
Thursdays and Saturdays, the lat- 
ter day being considered an im- 
portant day in connection with 
home marketing and cooking. 


em 


I BELIEVE it will be one of the great 
achievements of the present most 
efficient postmaster-general that, when 
he becomes aware of the situation in 
its real significance, he will, even if 
the present law is left unchanged in 
any particular, restore the statutes to 
their true significance and at one 
stroke, hy a single order, wipe out 
all friction between the publishers and 
the postoffice department.—John J, 
Henties. 


One of Mark Twain’s books iias 
been barred out of a Worcester (Mass.) 
library. The pictures shocked a wom- 
an attendant and a trustee. If the 
genial Mark had time to take up a 
side line he could coin money by 
starting a correspondence school for 
press agents—New York Telegram. 


Talking About 
CIRCULATION 


in Des Moines 


THE DAILY NEWS offers to 
publish all advertising FREE if it 
cannot show DOUBLE the te- 
ceipts from city circulation over 
any other Des Moines newspaper. 


The 
Des Moines 
News 


has the largest circulation of any 
newspaper in the United States in a 
city of the size of Des Moines. 


November, 1906, Average: 


43,338 


An average of 1,440 more daily readers 
in Nov., 1906, than in Nov., 1905. 
60,000 Sample Copies NOT 
included in Statement. 
The DatLy News published 49,224 


lines more of PAID advertising in No- 
vember, 1906, than in November, 1905. 























General Advertising Department : 
B. D. Butler, Manager, 


New York: Kansas City: Chicago: 
J. F. Antisdel, 0. G. Davies, C. D. Bertolet, 
9 W. 29th St. 1116 Oak St. 705 Boyce Bldg. 








Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Prints nothing but original matter and 
brings an abundance of articles and 
items of special interest to German- 
Americans, which accounts for the im- 
mense popularity of the paper in the 
German settlemeats everywhere. 
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MORE SPECIAL AGENTS. 
DAN A. CARROLL. 
Although Mr. Carroll is only 


twenty-nine years old, his news- 
paper career covers a period of 
twelve years. He was born in 
Port Huron, Michigan, and his 
first newspaper work was per- 
formed in Detroit for the our- 
nal. After two years in the cir- 
culation department he was trans- 
ferred to the advertisement de- 
partment. Here he spent several 
years, and was regarded as a 
capable solicitor and _ business 
getter. 

In 1902 Mr. Carroll came to 








New York and joined the Starke 
special agency. After eighteen 
months he was recalled by the 
Journal, and appointed advertis- 
ing manager, where he remained 
until the fall of 1904. In October 
of that year he became the New 
York representative of the Wash- 
ington Star, Baltimore News, In- 
dianapolis News, and Montreal 
Star. 

Mr. Carroll lays special empha- 
sis upon the great value of after- 
noon papers for general advertis- 
ing. All of the four papers are 
published in the afternoon, and 
each is the leader in the field of 
its city, The circulation of each 
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follows: Baltimore News, 72,737 
in November, 1906; Washington 
Star, 35,550 in 1905; Indianapolis 
News, 79,242 copies sold in No- 
vember, 1906; Montreal Siar, 
daily 62,000, weekly 130,000, for 
year ending November, 1906. 

Mr. Carroll is ably assisted in 
his office by G. Franklin Bailey, 
who has had advertising experi- 
ence with the New York Times 
and Globe, and Louis Gilman, 
office manager, who handles the 
correspondence. 

Each of the four Carroll papers 
has secured the Guarantee Star 
from Rowell’s American News- 
paper Directory. Mr. Carroll is 
an earnest advocate of known cir- 
culation, and clean advertising. 
If there is a New York special who 
represents four stronger or cleaner 

apers than Mr. Carroll’s four, 

RINTERS’ INK does not know 
about him. 





W. WARD DAMON, 

The ways to accomplish things 
are various and the survey of the 
successful ones is always helpful. 
In most businesses there are ster- 
eotyped methods but with the Ad- 
vertising Agent, whose heredity is 
not long, much diversity, depend- 
ent on temperament and invention, 
is apt to prevail. 

W. Ward Damon at any rate, 
who is well known in the craft 
referred to, has evidently put 
thought and energy in his various 
efforts—and his story is interest- 
ing. 

He says, “My newspaper work 
began in Seneca Falls, where, 
during the latter part of my High 
School course, I purchased the 
subscription list of the Syra- 
cuse Herald, I hired boys to dis- 
tribute the paper in the immediate 
vicinity. The scheme and business 
proved a success, the evidence of 
it being an increase of 250 or 
more subscribers to the daily is- 
sues and over 350 on Sundays. 

“While in Syracuse University 
I became college correspondent to 
the Syracuse Courier. During odd 
intervals I did reporting outside 
of the regular correspondence and, 
frequently, a little work for the 
Journal. After graduating from 
college, I became telegraph editor 
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of the Auburn Bulletin but soon 
went west to become city editor, 
reporter, solicitor and I know not 
what, on the paper known as the 
Springtield (Mo.) Leader which 
I represent at present in the east. 

“Some years passed before I 
captured the position of railroad 
editor of the Kansas City Star. 
An ad man thereon happened to 
be sick one day and Aug. F. 
Seested, its business manager, 
called me to his office, saying, ‘Go 
out and get an ad but don’t come 
back until you have it.’ In a half 


hour I was back with a contract. 
This was my first experience in 
the business end of a paper. After 


W. WARD DAMON, 

that, my work was in the adver- 
tising department of the Star. 

“The most of my early training 
came from Mr. Seested who is a 
strong advocate of the Little 
Schoolmaster, and its ways. 

“About this time Texas was 
opening up its arms for increased 
commercial enterprise. I, there- 
fore, traveled through that State 
for the Star and made a very suc- 
cessful trip. On returning to 
Kansas City, I was told to pack 
my trunk and go to Chicago. 
When I put the query of how 
long to stay, there came the reply, 
‘Maybe a day, a week, a month. 


Or perhaps for good.’ These were 
my only instructions. — 
“My success in this field se- 
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cured for me a flattering offer 
from the Kansas City Journal. 
The first newspaper that I added 
after this was the Syracuse Post, 
Then came the Indianapolis Sen- 
tinel which I held until the death 
of its publisher, Mr. Morse, which 
preceded the collapse of the Sen- 
tinel by only a few months, [ 
also represented the Des Moines 
Register and Leader under §, 
Strauss, who is now publisher of 
the New York Globe. 

“I had the honor of writing the 
chapter on ‘Advertising’ in the 
book on ‘Journalism’ published 
by the New York Press Club. 

“My first experience as a pub- 
lisher began this year when [| 
published a book upon the San 
Francisco earthquake and fire. 

“To what is my success due? 

“Mostly, I should say, to the fol. 
loving of two rules of conduct, 
viz., Honesty and Perseverance.” 

It is Mr. Damon’s opinion that 
the persevering man will beat the 
brilliant man every time as an ad- 
vertising solicitor which proves, 
though he did not say it, that the 
“much importunity’ ot scripture 
is a good business as well as good 
moral precept. 

The following are the papers 
now represented by Mr. Damon: 
The Cleveland Recorder, San 
Francisco Post, Springfield (Mo.) 
Leader, Troy Standard, Schenec- 
tady Star and Sioux City Journal. 

a 

Tue Government post-rate determines 
the express rate. Advance the one and 
the other necessarily follows. The_pre- 
vailing cheap express service is liter- 
ally enforced, because, to retain hold 
on the trade, expresses must transport 


at even more favorable terms than the 
mails offer to all second-class of mat- 





ter. This is just what they now do.— 
O. J. Victor, 
——__~+or 
To Gtve added significance to the 


amazing inferiority of our postal sys- 
tem to that of the monarchy over the 
border we have this anomaly: Matter 
once in the Dominion mails, prepaid 
at the one half cent a pound rate, goes 
over the wide world with no further 
charge to sender or recipient. —O. 
Victor. 


The Travel 
Magazine 
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AN ALPHABET OF CHICAGO 
SPECIALS. 





Nothing shows the great de- 
velopment of Chicago as an ad- 
vertising center like the increase 
of special agents there the past 
few years. When a newspaper un- 
dertakes to have a man in a dis- 
tant city to attend to its adver- 
tising affairs, there must neces- 
sarily be advertising patronage to 
take care of. In Chicago there is. 
It is now almost as important a 
center as New York, and these 
two centers comprise the whole of 
the advertising situation covered 
by the majority of daily papers. 

In Chicago, as in New York, 
the specials are concentrated in a 
few well-known office buildings, 
the Tribune Building evidently 
leading because it is apt and con- 
venient for those who have offices 
in both cities to print on_ their 
stationery “Tribune Building, New 
York, Tribune Building, Chicago.” 
The Boyce Building has a gopd 
many of the specials, and so has 
the Marquette Building. : 

This list of Chicago specials, 
recently revised, is taken from a 
directory issued by George C. 
Krogness,, who represents the San 
Francisco Call in Chicago, and 
the Minneapqlis Tribune and 
Baltimore American: 

ALLEN, A. W., Tribune Bldg.— 
Anderson, Ind., Herald, Ft. Wayne 
News, Indianapolis Sun, Kokomo 
Tribune, Logansport Journal, Marion 
Leader, Richmond Item; Fall River 
Herald; Jackson Citizen-Press; Joplin 
News-Herald; New York Mail; Ashe- 
ville, N. C., Citizen; Toledo Press; 
San Antonio Gazette; Eau Claire, Wis., 
Leader, Fond du Lac Commonwealth, 
Janesville Gazette, Marinette Eagle- 
Star, Superior Telegram. 

ALLEN & WARD, Boyce Bldg.— 
Phoenix, Ariz., Republican; Wilming- 
ton, Del., News; Decatur, Ill., Herald, 
Quincy Whig, Rockford Register-Ga- 
zette, Springfield Register; Akron, 
Ohio, Beacon-Journal, Dayton Herald, 
Hamilton Sun, Springfield | Sun, 
Youngstown ‘Telegram; Harrisburg 
Telegraph, Washington Observer, Wash- 
ington Reporter; Chattanooga Times. 

BARNARD, CHAS A., Boyce Bidg. 
—Montreal Le Canada; _ Louisville 
Post; Shreveport, La., Times; New 
York Press; Toledo Blade; Philadel- 
phia Record; Houston Chronicle. 

BECKWITH, R. W., Tribune Bldg. 
—Birmingham, Ala., Age Herald; 
Sacramento Union; Denver Republican, 
Leadville Chronicle, Leadville Herald- 
Democrat; Atlanta News, _ Augusta 
Chronicle; Wichita Eagle; Louisville 


Courier-Journal, Louisville Times; New 
Orleans’ States; . Saginaw Courier- 
Herald; Jackson News, Meridian 
Star, Vicksburg Herald; Kansas 
City Post, St. Louis Post-Dis- 
patch; Cincinnati Enquirer; Portland 
Oregonian, Portland Telegram; Harris. 
burg Patriot, Philadelphia Press; Provi- 
dence News-Democrat; Charleston Post; 
Austin, Texas, Statesman, Beaumont 
Enterprise, Dallas Times-Herald, El 
Paso Times, Houston Post, San An- 
tonio Light, Waco Times-Herald; Salt 
Lake Tribune; Seattle Times, Tacoma 
Ledger. 

BERTOLET, CHAS. D., _ Boyce 
Bldg.—Des Moines News; Louisville 
Herald; Minneapolis News; St. Paul 
News; Omaha News; Columbus Sun; 
Milwaukee Journal. 

BUDD, JOHN, Tribune Bldg.— 
Little Rock. Gazette; Savannah Press; 
Evansville Courier; New Orleans Item; 
Boston Traveler; Trenton Times; Bing- 
hamton Press & Leader, Buffalo News; 
Pittsburg Sun; Columbia State; Chat- 
tanooga News, Memphis Commercial. 
Appeal; Newport News Times-Herald, 
Norfolk Ledger-Dispatch, Richmond 
Journal. 

CARPENTER, W. E., 164 Washing- 
ton St.—Chicago Chronicle. 

CHAMBERLAIN, A. E., Tribune 
Bldg.—Minneapolis Journal; Newark 
News; Brooklyn Eagle, New York 
Globe. 

CONE, EDW. S., Boyce Bldg.— 
Birmingham, Ala., News, Mobile Regis- 
ter, Montgomery Journal; Sacramento 
Bee; Colorado Springs Gazette; Denver 
Post, Pueblo Chieftain; New Orleans 
Times-Democrat; Detroit Free Press; 
St. Paul Dispatch; Kansas City Jour- 
nal; Lincoln Journal & News; Buffalo 
Courier & Enquirer; Cincinnati Com- 
mercial Tribune; Pittsburg Chronicle- 
Telegraph, Pittsburg Gazette-Times; 
Knoxville Sentinel; Norfolk Land- 
mark, Richmond News-Leader. 

CRESMER, WILL T., Marquette 
Bldg.—Fresno Democrat, Los Angeles 
Times; Springfield, Ill., Journal; Sioux 
City Tribune; Wichita Beacon; Kala- 
mazoo Gazette, Saginaw News; Troy 
Times; Reading Eagle; Salt Lake Tele- 
gram; Wheeling Register; Milwaukee 
Sentinel. 

DAVIS, F. GUY, Tribune Bldg.— 
Baltimore Sun; Cincinnati Times-Star, 
Cleveland News. 

DE CLERQUE, HENRY, Schiller 
Bldg.—Toronto Telegram, Vancouver 
Province, Winnipeg I‘ree Press; Bridge- 
port Telegram-Union, Hartford Tele- 
gram; E. St. Louis Live Stock Re- 
porter; Clinton, Ia., Advertiser, Daven- 
port Democrat-Leader; Kansas_ City 
Drovers’ Telegram; So. Omaha Journal 
Stockman; Brooklyn Citizen, New 
York News; Wheeling Intelligencer, 
Wheeling News. 

DILLON, GEO. F., Tribune Bldg.— 
Kansas City Star, Kansas City Times. 

DOUGLAS, R. E., U. S. Express 
Bldg.— Birm‘ngham, Ala:, Ledger; 
Marysville, Cal., Appeal, Oakland En- 
quirer, Oakland Times, San Jose News, 
Stockton Independent, Stockton Mail; 
Ansonia, Conn., Sentinel, Bridgeport 
Post, New Haven Palladium, New 
Haven Union, New London Day, New 
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Torrington Register; 
Jacksonville, Metropolis; Evans- 
ville, Ind., Journal-News; Muskogee, 
lL. Times-Democrat; Hutchinson, 
News, Ottawa Herald, Parsons 
Lexington, Ky., Leader; Joplin, 
Globe; Virginia City, Nev., Chron- 
New York Post; Oklahoma City 
Erie, Pa., Times. 

FORD, HORACE M.,_ Marquette 
Bldg.—Peoria Journal; Sioux City 
Journal; Boston Herald; Duluth News- 
Tribune; St. Joseph News-Press, 
Springfield Leader; Pittsburg Dispatch. 

FRALICK, JOHN F., U. S. Express 
Bidg.—Peoria Star; Council Bluffs 
Nonpareil; Detroit Times; Binghamton 
Herald, Syracuse Heratd; Guthrie Cap- 
ital; Scranton Republican; Richmond 
Times-Dispatch. 

GLASS, JOHN, Boyce Bldg.—Little 
Rock Democrat; London Free Press; 
Chicago Post; Indianapolis Star, Mun- 
cie Star, Terre Haute Star; Bay City 
Times, Detroit News, Grand Rapids 
Press; Cleveland Plain Dealer, Colum- 
bus Dispatch, Dayton News; _ Spring- 
field News; Philadelphia Inquirer, 
Pittsburg Press. 

HOWE-SIMPSON  CO., 
born St.—Cleveland, Ohio, 
Bulletin. 

KATZ, M. L., Marquette Bldg.— 
Fresno Republican, Los Angeles Ex- 
press, San Jose Herald, San Jose Mer- 
cury, Stockton Record; Montreal La 
Patrie, Winnipeg Tribune; Bridgeport 
Standard, Waterbury Republican; Rock- 
ford Republic; Cedar Rapids Repub- 
lican, Cedar Rapids Times; Duluth 
Herald; Newark Advertiser, Paterson 
News; Elmira Star, Schenectady Union, 
Watertown Standard; Columbus Press- 
Post, Youngstown Vindicator; Scran- 
ton Times, Wilkesbarre Leader; Bur- 

. lington Free Press, Rutland News. 

KENTNOR, W. H., Tribune Bldg.— 
San Diego Tribune, SaneDiego Union; 
Toronto News; Topeka Herald; Lexing- 
ton, Ky., Herald; Gloucester, Mass., 
Times; Albany Journal, Binghamton 
Republican; Sandusky Star Journal; 
Portland, Ore., Journal; Harris- 
burg  Star-Independent, Wilkesbarre 
Record, York Daily, York Dis- 
patch; Sioux Falls Argus-Leader; 
Knoxville Journal & Tribune, Nash- 
ville Banner; Norfolk Virginian- 


Pilot. 

KIESTER, H. E., Schiller Bldg.— 
Chanute, Kan., Tribune, Coffeyville 
Journal, Ft. Scott Tribune, Hutchinson 
Independent, Iola Register, Leaven- 
worth Post, Pittsburg Headlight. 

KOEHLER, - E., JR., Boyce Bldg. 
—Victoria (B. C.) Colonist; Middle- 
town (Conn.) Tribune, New Britain 
Record; Jersey City, N. J., Journal; 
Allentown, Pa., Leader, Bloomsburg 
Press, Johnstown Journal, Wilkesbarre 
News, York Gazette. 

KROGNESS, C. GEO., Marquette 
Bldg.—San Francisco Call; Baltimore 
American; Minneapolis Tribune. 

MASON, GEO. W., Unity Bldg.— 
Omaha Bee. 

MAYO, ALFRED D., Record-Herald 
Bldg.—Chicago Record-Herald. 


London Telesreph, 


Kan., 
Sun; 
Mo., 
icle; 
Oklahoman ; 


140 Dear- 
Commercial 


MESSITER, W. M., Unity Bldg.— 
Washington Post; Topeka Journal; 
Jamestown, N. Y., Post, Rochester 
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Democrat & Chronicle, Syracuse Post- 
Standard; Cleveland Leader; Memphis 
News- Scimitar; Milwaukee News. 
MIDDLETON, J. E., Boyce Bldg.— 
Phoenix, Ariz., Gazette; Eureka, Cal., 
Times, Los Angeles Herald; Colorado 
Springs, Colo., Telegraph; New Haven, 
Conn., Leader; Wilmington, Del., Jour. 
nal; "Springfield, Mass., Union; St. 
Joseph, Mo., Gazette; Butte, Mont., 
Inter Mountain, Helena Record; Buf- 
falo, N. Y., Commercial, Elmira Ad- 
vertiser, Elmira Gazette & Free Press, 
Rochester Union & Advertiser; Colum: 
bus, Ohio, Journal; Scranton, Pa., 
Truth, Wilkesbarre Times, Williams- 
port Sun. 

MONTGOMERY, HUGH W., Trib- 
une Bldg.—Chicago Tribune; New 
York World; Philadelphia Public 


Ledger. 

OSBORN, GUY S., Tribune Bldg.— 
San Francisco Bulletin; Chicago Jour- 
Louis Globe- 


nal; Boston Globe; St. 
Philadel- 


Democrat; New York Sun; 
phia North American, 
PAYNE & YOUNG, Marquette Bldg. 
—Aurora, IIl., Beacon, Danville Com. 
mercial-News, Galesburg ‘Mail, Joliet 
Herald, Peoria Herald-Transcript, 
Quincy Journal, Streator Independent- 
Times; Ft. Wayne, Ind., Journal-Ga- 
zette, Lafayette Journal, Richmond 
Palladium, Richmond Sun-Telegram; 
3urlington, [a., Hawkeye, Cedar 
Rapids Gazette, Clinton Herald, Cres- 
ton Advertiser, Davenport Times, Des 
Moines Register & Leader, Dubuque 
Telegraph-Herald, Keokuk Gate City, 
Muscatine Journal, Ottumwa Courier; 
Owensboro, Ky., Inquirer, Paducah 
Sun; Adrian, Mich., Telegram, Ann 
Arbor News, Bay City Tribune, Benton 
Harbor News-Palladium, Flint Journal, 
Grand Rapids News, Houghton Min- 
ing-Gazette, Jackson Patriot, Kalama- 
zoo Telegraph, Lansing Journal, Mus- 
kegon Chronicle, Owosso Argus, Pon- 
tiac Press, Port Huron Herald; St. 
Paul Pioneer Press; Joplin, Mo., Amer- 
ican; Lincoln, Neb., Star; Greensboro, 
N. C., News; Sioux Falls, S. D., Press; 
Denison, Tex., Herald, Ft. Worth 
Telegram; La Crosse, Wis., Tribune. 
PERRY, W. Y., Tribune Bldg.— 
Montreal Star; Washington Star; In- 
dianapolis News; o-?: News. 
ROBEY, W. B., U. S. Express Bldg. 
—Topeka Capital. 
SCOTT, W. J., Marquette Bldg.— 
Dallas News, Galveston News. 
STODDART, C. H., Marquette Bldg. 
Washington Times; Boston Journal. 
TIBBITTS, A. w., Tribune Bldg.— 
St. John (N. B.) Can. Telegraph; 
Waterloo, Ia., Courier; Butte, Mont., 
Miner, Great Falls Tribune; Atlantic 
City, N. J., Press, Bridgeton News, 
Burlington Enterprise, Elizabeth Jour- 
nal, Hackensack Record, New Bruns- 
wick Home News,. Plainfield Courier- 
News; Amsterdam, N. Y., Recorder, 
Cohoes_ Republican, Corning Leader, 
Cortland Standard, Glens Falls Times, 
Gloversville Leader, Hornellsville Trib- 
une, Hudson Republican, Ithaca News, 
Johnstown Republican, Kingston Lead- 
er, Little Falls Times, Lockport Union. 
Sun, Middletown Times- Press, Mount 
Vernon Argus, Newburgh News, Niagara 
Falls Gazette, North Tonawanda News, 
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Norwich Sun, Ogdensburg Journal, 
Vlattsburg News, Plattsburg Press, 
Poughkeepsie Star, Rome Sentinel, 
Saratoga Saratogian, Schenectady Ga- 
zette, Utica Observer, White Plains 
Record; Charlotte, N. C., News, Ra- 
leigh News & Observer; Chester, Pa., 
Times; Montpelier, Vt., Journal; Madi- 
son, Wis., Journal. 

VERREE, JAS. E., Boyce Bldg.— 
Toronto Globe; Denver Rocky Moun- 
tain News, Denver Times; Detroit Jour- 
nal, Grand Rapids Herald; Omaha 
World-Herald; Albany, N. Y., Times- 
Union, Buffalo. Times, Watertown 
Times; Dayton Journal; Philadelphia 
Bulletin, Pittsburg Leader; Tacoma 


News. 

VIRTUE, R. J., Marquette Bldg.— 
Hartford Courant; Boston, Mass., 
Transcript, Springfield Republican; 
New York Tribune; Pittsburg Post; 
Providence Bulletin, Providence Jour- 
nal; Milwaukee Wisconsin. 

Ww ALLIS, C. W., Boyce Bldg.— 
Toronto Mail & Empire; Ashtabula, 
Ohio, Beacon-Record, 3owling Green 
Sentinel, Coshocton Age, E. Liverpool 
Review, Elyria Chronicle, Findlay Re- 
nse, gaa pons Hamilton Repub- 
ican-News, Lancaster Gazette, Lima 
Republican- Gazette, Marion Star, Mar- 
tin’s Ferry Times, Massillon Gleaner, 
Middletown Signal, Mt. Vernon Repub- 
lican-News, Newark Advocate, Norwalk 
Reflector, Painesville Republican, Piqua 
Call, Portsmouth Times, Salem News, 
Sandusky Register, Springfield Gazette, 
Troy Record, Urbana _ Times-Citizen, 
Warren Chronicle, Wooster Republican, 
Zanesville Times-Recorder. 

WALLIS, I. S., First National Bank 
Bldg.—I'resno Tribune, Los Angeles 
Record, Sacramento Star, San Diego 
Sun, San Francisco News; Covington 
Post; Kansas City World, St. Louis 
Star-Chronicle; Akron Press, Cincin- 
nati Post, Cleveland Press, Columbus 
Citizen, Toledo News-Bee, Toledo 
Times; Seattle Star, Spokane Press, 
Tacoma Times. 

WELLS, EDWIN S., JR., 123 Fifth 
Ave.—Chicago, IIll., News. 

WHITMAN, R. R., Security Bldg. 
—Los Angeles Examiner, San  Fran- 
cisco Examiner; Chicago American, 
Chicago Examiner; Boston American; 
New York American, New York Jour- 


nal. 

WILLIAMS & ANDERSON, Mar- 
quette Bldg.—Dubuque Globe-Journal, 
Dubuque Times; Winona _Republican- 
Herald; Jackson ’Clarion-Ledger; James- 
town, N: Y., Journal; El Paso News, 
Ft. Worth Live Stock Reporter; Mil- 
waukee Free Press. 

WILSON, ELMER, U. S. Express 
Bldg. —Montreal La Presse; Blooming- 
ton Pantagraph; Des Moines Capital; 
Anaconda Standard; Salt Lake Herald; 
Seattle Post-Intelligencer, Spokane 
Chronicle, Spokane Spokesman-Review. 


sided 
+> 


Tire Jiji Shimpo, a Tokio paper, re- 
cently ran a train, laden with exhibits 
of local merchants’ wares, to several 
provincial towns. The train consisted 
of three large passenger cars and 
covered about oo miles in a little 
over a month-Bachonge. 
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CONSTANT 
GROWTH. 


The circulation of THE REc- 
ORD-HERALD daily and Sun- 
day is mounting day by day, 
healthy, constant growth. 


Sunday, Dec. 9 


the circulation of the 


SUNDAY 
RECORD - HERALD 


223,596 


An increase of 20,000 copies in 
less than twomonths—largely 
in Chicago. It is not spas- 
modic—each Sunday is great- 
er than the preceding Sunday. 














HE CIRCULATION of 
FLORAL LIFE is exclu- 
sively among persons who 
read advertisements and buy 
advertised goods. 

The fact that a person is a 
subscriber for FLoRAL LIFE 
is evidence that she purchases 
advertised products—95 per 
cent of our list was obtained 
by advertising in other maga- 
zines, 

Its circulation represents a 
selection of the readers of 
other woman’s magazines, 
therefore—a selection of the 
people who own their own 
homes, who have time and 
means to devote to luxuries 
as well as with which to pur- 
chase necessities, and who are 
educated to the value of ad- 
vertised goods. 
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HOW JAY a GOT 
MONEY. 


An old naveniine story of 
singular interest appears in the 
Century for December, in an ar- 
ticle telling how jay Cooke 
financed the Civil War. The spot 
in Philadelphia where this work 
was performed, by the way, may 
now be seen from the windows of 
the Ayer agency, and right next 
door to Cooke’s old bank was the 
Girard Bank, where the Mexican 


War and War of 1812 were 
financed. 
While the war clouds were 


gathering in 1861 the authorities 
at Washington had little courtesy 
for the “moneyed interests.” Jay 
Cooke personally raised $2,000,000 
in Philadelphia after the Battle of 
Bull Run, and was so useful to 
the government in other ways 
that he was given the first issue 
of notes to sell to the public. The 
idea of calling direct upon the 
American people for money seems 
to have been Cooke’s. The gov- 
ernment allowed $150 to each of 
148 agents to advertise the loan. 
Cooke could not understand such 
economy in the advertising ap- 
propriation. Instead of his al- 
lowance of $150 he wanted sev- 
eral hundred times as much, and 
went down into his own pocket 
for publicity. He took space in 
the newspapers to publish daily 
lists of his subscribers, and in a 
short time sold over $5,000,000 
worth of the notes, or one-fourth 
as much as all other agents com- 
bined. He spent $10,000 in ad- 
vertising to get this sum together. 
His showing of popular support 
made the bankers more ready to 
loan the government money. 

A $500,000,000 loan was soon 
wanted, however, and Cooke tried 
to get an appointment as national 
loan agent to handle the whole 
transaction. The government 
went ahead on its own account, 
and soon admitted failure. Cooke 
offered to sell the bonds at par, 
and on a low commission. His 
proposal was finally accepted. 
Then followed an assault upon 
the old stockings and teapots of 
the country that eventually 
brought in money at the rate of 
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$1,000,000 a day for the entire 
war period. The advertising was 
on strenuous modern lines. Says 
Ellis Paxson Eberholtzer, the 
author of this article: 


Jay Cooke went at once to the news- 
papers. With them he would have 
risked the issue of almost any contest. 
No man, not even Napoleon, ever had 
so implicit a faith in the power of 
the press. It was no thing of mystery 
to him from the day he invited a poor 
newspaper man to dinner at the board 
daily spread in his Third street office. 
He went with his advertisements di- 
rectly to the proprietor, whether Re- 
publican, Democrat or Copperhead, and 
for editorials and reading notices to 
the poor, hired scribes. With the ex- 
ception of the World, the Journal of 
Commerce and the Express in New 
York City, and some Vallandigham pa- 
pers in Ohio, he was soon in tolerably 
complete control of the newspaper press 
in the loyal States. In the remotest 
villages they all sang a common tune, 
which was inspired from Jay Cooke’s 


office. They published and republishe-l 
the material with which he supplied 
them. Thus hope was put into faint 
writers. Copperhead and “Secesh” 


editors were made afraid, and in many 
instances made as harmless as doves. 
The people were trained to optimism 
instead of the despairingly cynical 
views to which they were often prone 
to surrender themselves if left without 
inspiriting leadership, and the loan and 
the Union went forward triumphantly. 





MONDAY IS BROOKLYN’S BAR- 
GAIN DAY. 

Squads of policemen were sent out 
in all the precincts of Brooklyn and 
Queens recently with lead pencils in- 
stead of night sticks to begin the third 
biennial school census in those bor- 
oughs. The policemen questioned said 
that barring the difficulty of language 
they met with no trouble and had no 
refusals in getting the information 
sought—that is, if they found anybody 
at home, which was not always the case. 

“This is bargain day in the stores,’ 
said one enumerator, “and it seems 
as if all the women in  Brooklyn’re 
shopping. I went to see one five times 
and then I didn’t catch her.—New 
York Posi. 

os 


SOUTHERN PERIODICAL 
CENTER. 


That Atlanta is one of the largest 
newspaper distributing centers in the 
United States is shown by figures re- 
ceived from Washington by Postmaster 
Blodgett of Atlanta. 

According to these there are only 
fourteen other cities in the nation that 
ship greater quantities of second-class 
mail matter than Atlanta. The bulk 
of this is made of newspapers and maga. 
zines, commercial and literary. Dur- 
ing the last fiscal year the Atlanta 


office sent out eight million pounds or 
$80,000 worth of this class of mail.— 
Editor and Publisher, 
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A Roll of Honor 


No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 





Advertisements under this caption are accepted from publishers who, accord- 
ing to the 1906 issue of Rowell’s American Newspaper Directory. have submitted for 
that edition of tne Directory a detailed circulation statement. duly signed and datea 
also from publishers who for some reason failed to obtain a figure rating in the 1906 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 1907 issue of the American Newspaper Directory. Uir- 
culation figuresin the ROLL oF Honor of the last named character are marked with an (>). 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hard cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham. Ledger. dy. Average for 1905. 
22,069. Best advertising medium in Alabama. 
Montgomery, Journal, dy. Aver. 1905, 8,677. 
The afternoon home newspaper of its city. 


ARIZONA. 


Phoenix. Republican. Daily aver. 1905,6.881. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fert Smith, Times. dy. Act. av. 1905, 8,781. 
Act. aver. for May, June and July, 1906, 4,227. 


CALIFORNIA. 
Mountain View. Signsof tbe Times. Actual 
weekly average for 1905, 22,580. 
San Francisco. Pacific Churchman, semi-mo.; 
Episcopalian. Cir. 1905, 1.427; May, 1906, 1,700, 
San Francisco. Sunset Magazine, monthly; 
literary; 192 to 224 pages, 5x8. Average circula- 
tion ten months beginning December, 1905, 64,- 
500. Home Offices, Ferry Building. 


COLORADO. 
Denver. Clay’s Review, weekly; Perry A. Clay. 
Actual aver. for 1904, 10,926, for 1905, 11,688. 


Denver, Post. The trail of the mighty dollar 
leads from the West. Start it your way witha 
Wantad in the Post. Cir. dy. 58,686, Sy.%6.821. 
&@ The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of 

GUAR Rowell’s heuntens News- 
TEED paper Directory, who will 
pay one hundred dollars to 
the first person who success- 

fully controverts its accuracy. 


CONNECTICUT. 
Bridgeport, Evening Post. Sworn dy. av. ’05, 
11,028, now over 12.500, E. Katz, 8. Agt. N.Y. 
Meriden, Journal, evening. Actual average 
for 1905, 7,587. 
Meriden. Morning Record and Republican, 
Daily average for 1905, 7.578. 


New Haven, Evening Register. daily. Actual 
av, for 1905, 18.711: Sunday, 11.811. 

New Haven. Palladium, dy. Aver. 1904, 7.857; 
1905,8%,686. E. Katz, Special Agent. N Y. 


New Haven. Union. Average /905.16,209. 
$d. quarter 1906.16,485. E. Katz, 8. Agi., N.Y. 


Norwalk, Evening Hour. Daily average guar- 
anteed to exceed3.100. Sworn circulation 
statement furnished. 


Norwich. Bulletin, morning. Average for 
1904, 5.850; 1905, 5,920; now, 6,588, 


Waterbury. Republican, dy. Aver. for 1905 
5.648. La Coste & Maxwell Spec. Agents. N, Y. 


DISTRICT OF COLUMBIA. 


Washington, Evening Star, daily and Sun- 
day. Daily average for 1905. 85.550 (O©). 


FLORIDA. 


Jacksonville, Metropolis, dy. Average 1905, 
8,980. Oct. 1906, 9,407. H. Katz, Sp. Agt., N. Y. 


GEORGIA. 

Atlanta. Journal, dy. Av. 1905,46.088. Sun- 
day 47.998. Semt-weekly 56.781; May, 1906, 
daily, 52,517; Sun., 57.977; semi-wy., 74.281. 

Atlanta. News. Daily aver. first six mos. 1906, 
24,668. S.C. Beckwith. Sp. Ag., N. Y. & Chi. 


Atlanta, The Southern Ruralist. Sworn aver. 
Jirst six mos. 1906, 62.96 6 copies monthly n- 
ning Sept. ist, 70,000 guaranteed, semz-monthly. 


Auguata. Chronicle. Only morning paper. 
1905 average, 6,048. 
ILLINOIS. 


Aurora. Daily Beacon. Daily average for 
1905, 4,980; Jirst six months of 1906, 6,245. 





Cairo. Citizen. Daily average first six 
months 1906, 1,529. 


Ohieage., Bakers’ Relper, monthly ($2.00) 
Bakers’ Helper Co. Average for 1905,4,100(Q@). 


Chicago, Breeders’ Gazette, wy.; $2.00. Aver. 
cire’n 14 months ending Nov. 28, 1906, 69,667. 


Chicago, Dental Review, monthly Actual 
average for 1905, 8,703; for 1906, 4.001. 


Chicago, Examiner. Average for 1905. 144. 
806 copies daily; 90% aya Cormeneec in city; 
larger city circulation than any two other Chi- 
cago morning 3s combined. Examined b 
Association of American Advertisers. Smith 
Thompson, Representatives. 


Chieago, Farm Loans and City Bonds. Lead- 
ing investment paper of the United States. 


Chieago. Inland Printer. Actual average cir- 
culation for 1905, 15.866 (OO). 


Chicago. The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of — morning newspaper in Chicago. The 
TRIBUNE is the only Chicago newspaper recelv- 





New London. Day, ove. Aver, 1905, 6,109; 
fat 6 mos. 1906, 6,068, E. Katz., Sp. Agent,N Y. 


ing (©) 
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Obteage, Record-Herald. Arerage 1904, daily 
145.761, Sunday 199.400, Average 1905, daily 
146.456, Sunday 204.559. 
t2"The absolute correctness of the latest 

circulation ratingaccorded 

the Chicago Record-Herald 

is guaranteed by the pub- 

lishers of Rowell’s American 

Newspaper Directory, who 

will pay one hundred dollars 
to the first person who successfully con- 
troverts its accuracy. 


Danviile. Democrat, dy. and Sun. ex. Mon. 
Sworn act. net av. for Sept.-Oct., 1906, 7.605. 
Fiat rate, r.o. p.,3 inches minimum, 12 cents. 
Crassified, min. 25 words, lc. » word 3 times. 
More live “Wants” than competitors combined. 


Joliet, Herald evening and Sunday morning. 
, Averaye for year ending July 17, 196, 6.266, 


INDIANA. 


Evanaville. Journal-News. Ar. for 1905, 14.- 
040, Sundays over 15.000. E. Katz, 8. A..N.Y. 


Indianapolis, Up-to-Date Farming. 1905 av., 


136,250 semi-monthly; 75c. a line. Write us 


Netre Dame. The Ave Maria, Catholic weekty. 
Actual net averuge for 195, 24.890. 


Prineeton, Clarion-News, daily and weekly. 
Daily average 1905, 1,447; weekly, 2,397. 

Richmond, The Evening Item, daily. Sworn 
average net paid circulation for 1905, 4,074; nine 
months ending Sept, 30, 1906, 4.411; for Sept., 
1906, 018. Over 3.400 out of 4,800 ttichmond 
homes are regular subscribers to the Evening 
Item. 


South Rend. Tribune. Sworn daily average, 
Oct., 1906. 7,586. Absolutely best in South Bend. 


INDIAN TERRITORY. 


Muskogee, Times Democrat. 1905, av., 2.8813 
3 mos. end. May 1906, 5,215. E. Katz, Agt. N. Y. 


IOWA. 


Davenport, Catholic Messenger, 
Actual average for 195, &, 814. 


Davenport. Times. Daily aver. Nor., 12.861. 
Circulation in City or total guaranteed greater 
taan uny other paper or no pay Jor space. 


Den Moines. Capital, aaily. Lafayette Young, 
publisher. Actual average sold 1905, 39.17%. 
Present circulation over 40.000. City and Stat 
errculation laryvest in Iowa. More tocal advertis- 
ing in 1905 in 342 issues than any competitor in 
365 issues. The rate sire cents a line. 

Des Moines, Register and Leader—daily and 
Sunday—carries more “Want” and local display 
advertising than any otner Des Moines or Iowa 
paper. Average circulation sor Nor, dy. 80.069, 


Dex Moines. The People’s Popular Monthly. 
Actual average for 1905, 182,175. 


Sioux City. Journal, daily. Average for 1905 
sworn, 24.961. Average for jirst six months, 
1906, 29,045. 

Sioux City. Trioune. Evening. Net sworn 
daily, average 1905, 24.287: Oct , 1906,28,004, 

You can cover Sioux City thoroughly by using 
The Tribune only. Itis subscribed for by prac- 
tically every family that a newspaper can inter- 
est. Only iowa paper that han the Guaran- 


teed Star, 
KANSAS. 


Hutchinson, News. Daily 1905,58.485. Oct. 
196,4.500, E. Katz, Special Agent, N.Y. 


Lawrence, World, evening and went. Copies 
printed, 195, daily, 8.57 8; weekly, 8,180. 


Pittsburg, Headlight. dy. and wy. Actual 
average for 1905, daily 5,280, weekly 8.273. 
KENTUCKY. 


Lexington. Leader. Ar.’05., evg. 4.694, Sun. 
6.1638; Oct. 06,5,216. Sy. 8.366. EF. Katz,8. A. 


Marlon, Crittenden Kecord, weekly. Actual 
average for year ending October, 1905, 1,832. 


Owensboro. Daily Inquirer. Larger circ. than 





weekly. 








PRINTERS’ INK.” 





Owensboro, Daily Messenger. Sworn average 
circulation for 1905, 2.471; June, 1906, 8.418. 


LOUISIANA. 

New Orleans. Item. official journai of the 
vity. Av. cir. Jan., 196, 24.615: for Feb., 1906, 
25.419; for March. 1906. 26.0693 for April, 1906, 
26.090. Av, cir. Jan, 1 to June 30, 1906, 25,196. 


MAINE. 


Auguata. Comfort,mo. W. H. 


Gannett, pub. 
Actual averaye Jor 195, 1,269,578. 





and wy, 
S86, weekly, 2.090. 


Auguata, Kennebec Journal, dy. 
ry) 





Average daily, 1905, € 








Bangor. Commercial. Average sor 1905, daily 
9.455, weecly 29,117. 


Dover. Piscataquis Uvserver. 
average 1905, 2.019. 





Actual weekly 


Lewiston. Evening Journal, daily. Aver. for 
1905, 7.598 (© ©). weekly 17.448 OO). 


Madison, Bulletin, wy. Cir. 1905,1,484; now 
exceeding 1.600. Only paper published in pros- 
perous manufacturing and farming section, 


Phillips, Maine Woods ana Woodsman.weekly, 
J. W. Brackett Co, Arerage for 15, 3.077. 





Portland. Evening Express, Average for 1905, 
daily 12.005. Sunday Telegram, 8,428, 


MARYLAND. 


Annapolis. U. 8. Naval Institute, Proceedings 
of ;q.; copies printed av.yr. end’g Sept. 1905,1,637, 


Baltimore, American, dy. Av. first 6 mo. 1906, 
Sun., 85,142; d’y, 67.714. No return privilege, 


_ Baltimore. News, daily. Evening News Pub- 
lishing Company. Average 195, 60.678. For 

‘ovember, 1906, 72.78%, 

The absolute correctness of the 
litest circulation rating accorded 
the NEWS is guaranteed by tne 
puodlishers of Rowell’s American 
Newspaper or, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Boston, Christian Endeavor World. A leading 
religious weekly, Actual average 1905, 99.491, 


Boston. Evening Transcript (OO). Beston’s 
tea tadle paper. Largest amount of week-day aav. 





Boaton. Globe, Average 1905, datly, 192.584, 
Sunday, 299.648. “Largest Circulation Daily 
of any twocent paper tn the United States. 
100,000 more circulation than any other Sunday 
paper tn New England.” dvertisements go in 
morning and afternoon editions for one price. 
%@™ The absolute correctness of the latest 
circulation rating accorded 
the Boston Globe is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who successfully cone 
troverts its accuracy. 


UA 
atte: 
TEED 


Boaton, Post. Average fur Sept., 1906, Boston 
» 240.198; Boston sunday Post, 
Daily gain over Sept., 1905,4.50; 
Sunday gain over Sept,, 195. 24.648. Flat 
rates, r. 0.p. daily, 20 cents; Sunday, 18 cents. 
al ala Breakfast Table Paper of New Eng- 
and, 


Lynn, Evening News, Actual arerage for year 
endiny Auyust 31, 1906, 27,164. 


Springfield, Current Events. 


Alone guar- 
antees results, Get proposition. 


Over 50,000° 
Springfeld. Good Housekeeping, mo. -Aver- 
ave 116, 209.587. No issue less than 225,000, 
All advertisements guaranteed. 


Worcester, [Opinion Publique, daily (© ©). 





any Owensboro daily. No charge unless true. 


Paid average Sor 1905. 4,253. 


’ 




















PRINTERS’ INK, 


The STAR has the Largest, 
Best and Only Sworn Circulation 
in the District of Columbia. 








4 That this circulation is in the 
highest degree result-producing for 
the advertiser, both in the Evening 
and Sunday editions, is proven anew 
by the November figures. 


4 In this month The Star printed 
2,820.49 columns of advertising, an 
average of 94 columns a day, being 
nine hundred columns, or thirty 
columns a day more than its nearest 
contemporary, and forty columns a 
day more than another. 


4 The Evening Star gained 95.28 
columns and The Sunday Star 90,47 
columns over its own advertising of 
November, 1905. 


{ Of paid classified advertising, The 
Star (Evening and Sunday) printed 
more columns in the month than 
any two of its contemporaries com- 
bined, and nearly as much as all 
three of them. 


§ The proof of the pudding is in the 
eating. Advertisers use The Star, 
both Evening and Sunday, because 
it pays. Rates, information and 
further particulars furnished for the 
asking. 








Special Representatives: 
DAN A. CARROLL, W. Y. PERRY, 


Tribune Building, New York. First Nat. Bank Bidg., Chicago.. 
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Sunday. 
as. 





Actual 





MICHIGAN. 
Adrian. Telegram Dy. av. last three months, 
1915,5,171. Payne & Youngs. Speciuls. 
Jackson, Morning Patriot. Arerige 
November, 1906, 6,882 net paid; Sunduy, 
7.548 net paid; weekly (April). 2.81%. 
Circulation verified by Am. Adv Ass’n. 
Lowell. Ledger, weekly. Average for 1905, 
1,197 —laryest circulation in Lowell. 
Saginaw. Courier-Herald, daily, 
Average 1905, 12.894: Nov., 1906, 14,7 
Saginaw. Evening News. daily. Average for 
1905, 16.710; Nov., 1906, 20.708, 
Tecumseh. Semi-Weekly Herald. 
average for 1905,1,275, 
MINNESOTA. 
Minneapoila, Karmers’ Tribune. twice a-week. 
W.J. Murphy, pub. Aver. for 1905, 46.428. 
Minneapoiis. Farm, stock and Home, semi- 
monthly. Actual average 1905, 87,187; first 
eight months 1906, 100,861. 
: The absolute accuracy of Farm, 
Stock & Home’s circulation rating 


“ is guaranteed merican 
hela Newspaper Directory. Circulation ta 
AN practically conjined to the farmers 
aaa = of Minnesota. the Dakotas. Western 
ésconsin and Northern Iowa. Use 

it to reach section most projitably. 
Minneapolis. Journal, Daily and Sunday 


In 1905 average daily circulation 67.588. Daily 
average circulation for Nov., 196, 26.794. 
Aver, Sunday circulation, Nov., 1906,72.27 2. 
he absolute accuracy of the 
Journal's circulation ratings is 
guaranteed by the American News- 
7 Directory. It reaches a 
greater number of the purchasing 
classes and goes into more homes 
thax any paper in its field. It 
brings results 
Minneapolis, School Education, mo. Cir. 1906, 


12,800. Leading educational j’rnal inthe N.-W 
Minnennolia, Svenska Amerikanska Posten. 
Swan J. Turnblad, pun. /905,51.512. 
CIRCULAT’N Minneunpolis Tribune. W. 
J. Murphy, pub. Est. i867. Old- 
est Minneapolis daiiy. The Sun- 
day Tribune average per issue 
Jor the month of November, 
1906, was 79.224. The daily 
Tribune average per issue for 
paper Diree- (the month of November, 1906, 
tory. was 103,589. 
St. Paul. A. 0. U. W. Guide. 
circulution for 1905, 22.542. 
St. Paul. Dispatch. Average number sold for 
year 1905, 60,568 daily. 
St. Paul. PioneerPress. Net average circula- 
- Sor January—laily 35.802. Sunday 32.- 
ST. 


The absolute accuracy of the 
Pioneer Press circulation state- 
meuts is guaranteed by the Ameri- 


4 GUAR 
TEED 


p= 





UA 

Ae te 
TEED 
‘ 


by Am. Newsn- 


Average weekly 


Alay cin Newspaper Directory. Ninety 
AN per cent of the moneu due for sub- 
TEED scriptions is collected,showing that 


subscribers take the paper because 
they want it, All mutters pertain- 
ing to circulation are open to investigation. 
Winona. Republican-Herald, oldest, largest 
and best newspaper in Minnesota outside the 
Twin Citiesand Duluth. R. O. P. rate 12c. per inch. 


MISSOURI. 

Joplin. Globe, daily. Average 1905, 18.894. 
Oct.’06, 15.769. E. Katz, Special Agent, N. Y. 

Kaneas City, Western Monthly. Reaches prac- 
tically all mail-order and general advertisers. 

St. Joxenh, News and Press. Circulation 
1906, 35.158. Smith & Thompson, Hast. Reps. 

St. Louis. Courier of Medicine, montbly. 
Actual average for 1905, 9.925. 


St. Louis, Interstate Grocer has three times 
more circulation than three other Missouri gro- 
cery paperscombined. Never less than 5.000. 








PRINTERS’ INK. 









St. Louis, National Druggist.mo. Henry R. 
Strong, Editor and Publisher. Average sor 1905, 
8.041 (© ©). Eastern office, 59 Maiden Lane. 


St. Louis. National Farmer and Stock Grower, 








monthly. Arerave sor 1903.106.625: average for 


1904, 104,750; average fur 1905, 105,541, 


MONTANA. 
Missoula, Missoulian, every morning. Aver- 
«age six mouths ending June 30, 1906, daily 4,888, 
Sunday 6,4090., 


NEBRASKA. 

Lineoln, Deutsch-Amerikan Farmer, weekly. 
Average 1905, 147.032. 

Lineoin. Freie Presse, weekly. sctual average 
for 1905, 150.7354. 

Lineoln, Journal and News. Daily average 
1905, 27,092. 

Omaha, Farm Magazine, monthly. Average 
circulation year ending January, 1906, 40,714, 


NEW HAMPSHIRE. 
Nashua, Telegravh. The only daily in city. 
Daily average year ending July, 1906, 4,358, 


NEW JERSEY 
Camden, Daily Courier. Actuxl average for 
year ending December 34, 1905, 8.728 (3). 
Elizabeth, Journal. Av. 1904. 5,522; 
6.510; 1st 6 mos. 1906. 7.176; Jung, 7.87%. 
Jersey City. Evening Journal. <Arerave sor 
1905, 22.546. First six months 1906, 23,085. 


Newark. Evening News. Evening News Pub. 
Co. Average Jor 1905. 60.102; Nov., 66,487. 

Plainfield, Daily Press. Average 19/5, 2.874. 
first7 months, 1906,2.963. It’sthe leading paper. 


Trenton, Times. Arerage. 1904, 14,774; 1905, 
16,458; April, 18.525. Only evening paper. 


NEW YORK. 
Albany. Evening Journal. Daily average for 
1905, 16.812. Jt’sthe leading paper. 


Buffalo. Courier, morn. Av.1905, Sunday 86,« 
774; daily 483.008; Enquirer, even.. 31.027. 
Buffalo. Evening News. 
88.457; 1905 94.690. 
Catakill, Recorder. 1905 average. 8.811; July 
4906,8.940, Best adv. medium in Hudson Valley, 
Corning. Leader, evening. Arerage. 1904, 
6.253: 195 6.595. ist. 6 mos. 1906, 6,485. 
Glens Falls. Times. Est. 1878. Only ev’g paper. 
Average year ending March «1, 1906, 2,308. 





1905, 











Daily average 1904, 


Jor 1905, 8.270. 


LeRoy. Gazette, est. 1826. Av. 1905, 2,287. 
Largest wy.cir. Genesee. Orleans, Niagara Co.’s. 


Mount Vernon, Argus, evening. Actual daily 
average 9 months ending October 1, 1906. 8.896. 


Newburgh. News, daily. Av. 05,5,.16@, 8.000 
more than all other Newburgh papers combined. 


New York City. 


army & Navy Journal. Est.1863. Actual weeicly 
average for jirst 7 months. 1906. 9.626 (OO). 


Automobile, weekly Average for year ending 
July 26, 1906, 14,615 (3%). 


Raker’s Review monthly. W. kK. Gregory Co., 
publishers. ctual «rerage Sor 1905, 5.0038. 


Benziger’s Magazize, family monthly. Pen- 
ziger Brothers. Arerage for 1905,44,166, pres- 
eut circulation, 50.000, 


Chipper, weekly (Theatrical), Frank Queen 
Pup. Co,, Ltd. Aver. for 19065, 26,.228(© 0). 


El Comercio, mo. Spanish export. J. Shepherd 
Clark Co. Average for 1906, 8,500. Kl Comercio 
is now in its 32d year, and is by far the oldest 
RT journal pub- 
. Its circulation is 
large and guaranteed throughout Mexico, West 
Indies (including Cuba and Porto Rico), South 
an ntral America, Panama, Philippine 
Islands, Spain, Portugal, etc. 


Jewish Morning Journal. Average for 1905 
54,668. Only Jewish morning daily. 

















Music Trade Review. music trade and art week- 
ly. Average Jor 1905, 5.341. 


Printers’ Ink, a journal for advertisers, pub- 
lished every W ednesday. Established 1888. Act- 
ual weekly average for 1903, 11,001. Actual 
weekly average for 1904, 14, 918. Actual weekly 
average for 1905, 15,090 copies, 

The People’s Home Journal. 544.541 monthly. 


Good Literature, 444.667 monthly, average cir- 
culations for 1905—all to paid-in-advance sub- 











scribers. F. M. Lupton, pubi pubiisher. 
The Tea and Coffee Trace Journal. Average 
circulation for year ending Sept., 1906, 6.481; 


September. 1906. issue. 6.998. 


Theatre Magazine,monthly. Drama and music. 
Actual average for 1905, 58,088. 

The World. Actual arer. for 1905, Morn,. 
490. Erening. 371.706, Sunday, 411. O74. 

Rochester, Case ‘and Comment, mo., Law. 
Av. for year 1905,80.000, Guaranteed 20,000. 

Seheneetudy, Gazette. daily. A. N. Liecty. 
Actual average for 1904, 12.574; 1905, 15.058. 

Syracuse, Post-Standard. Dy. cir. last 3 mos. 
80.880 copies. The home newspaper of Syracuse 
and the best medium for legitimate advertisers. 


Utiea. National popccrecnt Contractor, mo. 
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Average for 1905, 2. 


Utien. Press. daily. Otto a, Meyer. publisher. 
Average for 1905, 14.839. 


NORTH CAROLINA. 
Coneord. Twice a-Week Times. Actual aver- 
age for 1905, 2,262. 
Raleigh. Biblical Recorder, weekly. Av. 1903, 
e872. Av. 194. 9. 756. Ar. for 1905, 10.206, 


Raleigh, Times. North Carolina’s foremost 
afternoon paper. Actual daily average Jan. ‘st 
to Oct. ist, 1906, 6,551; weekly, 8,200. 

Raleigh. News and Observer, N. C.’s great 
est daily. Sworn average 1905, 10,202, more 
than double that of any other Raleigh daily, 40% 
greater than that of any other daily in the State. 


Winston-Salem leads all N.C. towns in manu 
facturing The ''win-City Daily Sentinel leads all 
Winston-Salem papers in circulation and advg. 

NORTH DAKOTA. 

Grand Forks, Herald. C:re'n dng 1906, 

8.019. North Dakota’s Biggest Daily. lLaCoste 
& Maxwell, 140 Nassau St., N. Y. Representatives. 


Grand Forka, Normanden. Av. yr. ’05, T,201. 
Aver. for Jan., Feb., Mar. and Apr,, 1906, 7,795. 


OHIO. 


Ashtabula, Amerikan — Finnish. 
Actual average for 1905. 10.7 
Cleveland, Plain Deaier, Est 1841, Actual 


daily average 1905, 77.899 (sk): Sunday, 74. i? 
(3); Nov., 1906, 78,662 dazly; Sun., $7,21 
Coshocton, Age, Duly av. ist 6 mos. °06,8.101; 
in city 10.000; factory pay-rolis $150,000 monthly 
Dayton,The Watchword. Illus. Young People’s 
Paper. Av. 195,835.519. lic. per agate line, 
Springfield. Farm and Fireside, over 4 cen- 
tury leading Nat. agricult’l paper. Cir.415,000. 
Springfield. Womans Home Companion. 
June, 1906, circulation, 565,000; 115.008 abore 
guarantee. Executive offices, N.Y. C ity. 





Youngatown. Vindicator. D’ i 05, 12.9103 
Sy. 10,178: LaCoste ¢ Maxwell. N Y. & Chicago, 


‘vimes-Recorder. Ar.’05, 10.564. 
Leads all others combined by 50%. 
OKLAHOMA. 


age City. The Oklahoman. 1905 aver. 
11,161! Oct, 1906,14.964. E. Katz. Agent, N.Y. 


OREGON. 


Portland. Evening Telegram. Largest exclu- 
sive circulation of any newspaper in Oregon. 
ty 1906. 25,406. average for Novembe, 
26.851. 


Portland, Pacific Northwest, mo. 1905 arerage 
8,588. Leading farm paper in State. 


Zaneaville, 
Guaranteed. 


Portiand, Journal. Daily and Sunday. 
Actual average sor first 6 months of 


PRINTERS’ INK. 
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PENNSYLVANIA. 


Erle. Times, daily. aver. for 1905, 15.248, 
November, 1906, 17.586. E. Katz. Sp. Ag., N.Y. 


Marriaburg. Telegraph. Sworn ar., Oct., 18.0 
$26. Largest paid circulat’n in H’b'g, or no pay. 


Johnatown, Democrat. Only paper in Roll of 
Honor because largest cire’n. Av, 1905, 7.538 


“In 
Philadelphia 
nearly 
everybody 


reads 
The Bulletin.” 


NET PAID AVERAGE FOR NOVEMBER, 


228,6 j H) copies a day 


THE BULLETIN’S circulation ficures are net; all 
damaged, unsold, free and returned copies have 
been omitted. 

WILLIAM L. MCLEAN, Publisber. 


Philadelphia. Contectioners’ Journal, mo. 
Av, 1904, 2.004; 1905, 5.470 (OO). 
Philadeiphta. German Daily Gazette. aver. 


circulation, 1905,daily 51.50S: Sunday, 44.465, 
sworn statement, Circulation dooks open. 


Philadeiphia, Farw Journai, 
monvtaty. Wilmer Atkinson Com- 


pany, publishers. Average for 

1905, 563.266. Printers’ Ini QAUATS 
awarded the seventh Sugar Bowl AN 
to Farm Journal for the reason TEED 


taat ‘that 
“publisned 


aper.among all those 
in the United States, 
“has oeen pronounced the one 
—o best serv - Je purpose as 





“yor the agrioutraval popula- 
“tion, and asan effective and 

“economical medium yor com- 
“municatng with them 
“through its navertising coumns.” “Unlike any 
other paper. 


=~ 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 


UA aper. esides the Guarantee 
G 9 Star, it hasthe Gold Marks and is 
AN cn the Roll of Honor—the three 
TEED most desirable distinctions for 


any newspaper. Sworn daily av- 
erage for first six months 1906, 
103,419; Sunday average, 148,94 
Philadelphia. The Merchants’ Guide, pub- 
lished weekly, ‘“‘The paper that gets results,” 


Philadelphia, West Phila. Bulletin, weekly. 

Circulation 5.000. James L. Waldin, publisher. 

Pittsburg, The United Pre Presbyterian. Weekly 
circulation 1905, v= 

eat Cheater. Local News, 

aally W. H. Hodgson. sreragefor 





15.297. In its 34th year. 

GUA indopenions Has Chester Count; 
AN and vicinity for tts fleld. Devote 
aay to news. henze 18 a home 


paper. Chester County is second 
tn the State in agricultural wealth. 
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Williamaport. Grit. America’s Greatest 
Weekly. Average 1905, 226.718. ened & Thomp- 
son, Keps., New York ‘and Chicago 

York. Dispatch and Daily. Average for é 
months ending April, 1906, 16.280. 


RHODE ISLAND. 
Pawtueket. Evening Times. Aver. ctrculation 
Sour months endiny Apr:l 30, 06, 127.802 (sworn). 
Providence. Daily Journal, 17.628 (@O0), 
Sunday, 20.888 (OO). Evening Bulletin&?. 788 
eo 1905. Providence Journai Co.. pubs. 
videnee, Real Estate Register; finance, 
vids, "ete. 32,528; sub's pay 24 of total city tax. 
Weaterly. Sun. Geo. H. Utter, pub. aver. 1905, 
4.467. Largest circulation in Southern R.1 


SOUTH CAROLINA. 
Oharieston, Kvening Post. Actual dy. aver- 
age for 1905,4.805. August, 1906. 4.658, 
Coiumbia, State, Actual aver- 
aye for 1905, daily 9.587 copies; 
GUA [ey semi-weekly, 2,625; Sunday, 1905, 
11.072, actual average first eight 
AAD months 1906, daily 11,005 (@@) 
Sunday 11.978 (OO). 


TENNESSEE. 


Knoxville Journai and Trib- 
une. Daily average year ending 
December 31, 1905. 15.018. Weekly 
average 1904, 14,418. 

One of only three papers in 
the South, and only pauper in 
Tennessee awarded the Guarantee 
Star. The leader in news, circula- 

tion, influence and advertising patronage. 
Knoxville. Sentinel. Ar, /st 6mos.’06.11,108, 
Carries more advertising in six days than does 
contemporary in seven. Write for information. 


Momplite. Commercial Appeal. daily, Sunday, 
weekly verage 1905, daily 3%. we Sunday 
Meer i ° pratt a sat Smith & Thompson, 
Representatives N. Y. «& Chicago. 

Memphia. Times, Sunday Circulation year 
endtny February, 1906, 2.110. 

Nashville. Banner, daily. Aver. for year 1903, 
8,772; for 1904, 20.708; for 1905, 80,227. 


TEXAS. 


Beaumont, Texas, Enterprise. Average 1905 
5,487; present output over 10,000 guaranteed 

El Paso. Herald. 40.105. 3 5,011; June,’06.6.1 oe. 
Merchants’ can’ 8 HERALD in 80g of 
Paso homes, Only El Paso paper eligible to Rail 
of Honor. J.P. 3mart, 150 Nassau St., N. Y. 


VERMONT. 


Barre. Times, daily. F.E. Langley. Arer, 1905, 
8.527, for last six mouths, 196, 4.068. 

Sarton, Free Press. Daily av. '05, 6.558, 

t., 8.446. Largest city and State circulu> 

fon. Examined by Association of American 
Advertisers. 

ae Argus. Actual daily average 
1905, 8.24 

ni Herald. : Average 1904, 8,527. Av- 
erage 1905, 4.286. 


St. Albana, Messenger. daily. Actual average 
Sor 1905,8,051. Jan , 1906 to Sept., 1906, 8.818. 


VIRGINIA. 
Danville, The Bee. Av. 1905, 2.846, November, 
1906, 2,471. Largest cir’n. Only eve’g paper. 
oneeticontare. Daily News, Circulation ex 
is 3,500. Published in the heart of the rich 
Shenenaonh Valley. 
Richmond. News Leader. Sworn dy. av. 1905, 
29.543. Largest in Virginias and Carolinas. 


Waeeewes. 
Tacoma. Ledger. Arerage first six months 
1906, daily, 15,878: | Sunday : Sita: wy. 9.642. 
Tucomu, News. Arerage rerage fret four months 
1906, 16,212; Saturday, 17,687. 








Seattle, Post- Fm gent (QO). 
Average Sor Nov. , net—Sun- 

day, 38.000; Daily, 28.958; 

Aare week day. 27.562. (nly m’n'g 
A paper in Seattle; only guaranteed 
TEED = id Mark circulation in Wash- 


a gvenbess aosue Lowen, 
WEST VIRGINIA. 


Parkersburg. Sentinel, Baily. R. E. Hornor, 
pub. Average Jor 115, 2.4 


Ronceverte, W.Va. News, wy. Wm. B. Blake 
&Son, pubs. average jirst 7 months 1906, 2,132. 


WISCONSIN. 


Soncavitie. Gazette. d’ly and s.-w’y. Cire’n— 
average 1905, daily 81493 s semi-weekly 3,059, 


Madison. State Journal, d; dy. Circulation aver- 
age 1905,8,.482. Onlyasternoon paper. 


Milwaukee. Evening Wisconsin, d’y. Av. 1905, 
26.648; October, 1906, 28.587 (OO). 


Milwaukee. The Journal.ev ‘g. 

Average 1905. 40.517: Nov., 196. 
45.468. The wd daily circu: 
oe Saice of The Milwaukee Journal 
1s double that of any other acee, 

re bo ing and more than is the paid 
circulation of any Milwaukee 

Sunday newspaper. 


Oshkosh, Northwestern. day. Average for 
1905, 7.658. One year to Aw to Aug. 1,1906; 7.904 


T WISCONSIN 
GRICOLTORIST. 


Racine, Wia.. Eat. 1877. wy. 
Actual aver. for 1905, 41.748: 
First five months, 1996.47.272. 
e. N Has a — y other pop in nae 

19) cousin nany other paper. Adv- 

EE $2.90 an we Office. Temple 

Court. Taketoes. Mor. 


Sheboygan, Daily a Average 1905, 
1,610. Only paper with telegraphic service. 


WYOMING. 
Cheyenne. Tribune. Actual daily average net 
Sor 1905, 4.511; first six months, 1906, &,.079. 


BRITISH COLUMBIA. 
Vaneouver. Province. daily, Average for 
1905, %,687: Nov.. 1906,10,959. H. DeClerque, 
U.S. Repr., Chicago and New York. 


Vietoria. Colonist, daily. Colonist P. & P. 
Co. $e 1904. 4.356 (36); — 4.808. 
U.S, H.C. Fisher, New York 


"MANITOBA CAN. 

on desing. Telegram. Daily average October 

21,869. Weekly average, 16,500. Flat rate. 

Winnipeg. Free Press, aaily and weekly. Av- 
erage for 1w5. daily, 80.048: daily Nov., 1906, 
86.022; wy. av. for mo. of Nov., 22.900. 

Winnipeg. Der Nordwesten, Canada’s Ger- 
man Family and Agricultural Weekly. Reaches 
al] the German-speaking population of 200, 
its exclusive field. Aver. for the year end. June, 
1906, 15,817; aver. last six months, 15.898. 


NOVA SCOTIA, CAN. 
Walifax., Herald (© ©) and Evening Mail. 
reulation, 1905, 15.558. Flat rate. 

ONTARIO, CAN. 


Toronto. Canadian Impiement and Vebicle 
Trade. monthly Arerage for 195, 6.088 





Toronte, The News. Sworn arerage daily 
circulation for six months ending June 30. 1906, 
83.403. Advertising rate 56c. per inch. Flat. 


QUEBEC, CAN. 


Montreuil. La Presse. La Presse Pub. Co 
Lta., publishers. 1ctual arerage 1904, daily 
80,259; 1905, 96,771; weekly, 48,207, 

Montreal. Star. dvy.&wy. Graham &Co. At. 
for 1904. dy, 56.795. wy. 125.240, Av. for 1906, 
dy. 58.125; wy. 126,807, 








— 
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C ©) GOLD MARK PAPERS@©) 





Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called gold 


marks (© ©). 





WASHINGTON, D. Cc. 


THE EVENING AND SUNDAY STAR (@©). 
Reaches 904 of the Washington homes. 


GEORGIA. 
ATLANTA CONSTITUTION. Aver. 1905, Daily 
85,590 (OO), Sunday 45,7381, Wy,’04, 107.925. 
AUGUSTA CHRONICLE (@©). Only morning 
paper; 190) average 6,043, 


ILLINOIS. 
GRAIN DEALERS’ JOURNAL (@O), Chicago, 
prints more cias’fi’d ads than all others in its line. 
THE INLAND PRINTER, Tulcero. i © ©). Act- 
ual average circulation for 1905, 1 


BAKERS’ HELPER (© ©), C seal only “Gold 
Mark” baking journal. Oldest, largest. best 
known. Subscribers in every State and Territory 

TRIBUNE (© ©). Only paper in Chicago .re- 
ceiving this mark. because TRIBUNE ads bring 
satisfactory results. 

KENTUCKY. : 

LOUISVILLE COURIER-JOURNAL (© ©). 
Best paper in city ; read by best people. 

MASSACHUSETTS. 

Boston, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the — and woolen indus- 
tries of America (© 


BOSTON EVENING a ase ian estab- 
lished 1830. The only gold mark daiiy in Boston, 


TEXTILE WORLD RECORD (@6©), Boston. The 
medium through which to reach textile mills 
using 1,885,000 horse power. 

WORCKSTER L’OPINION PUBLIQUE (© ©) is 
the leading French daily of New England. 

MINNESOTA, 


NORTHWESTERN MILLER 


(@©) Minneapolis, Minn ; $3 per year. Covers 
milling and flour trave all over the world. The 
only “Gold Mark” milling journal (QO). 


NEW YORK. 

BROOKLYN EAGLE (@©) is THE advertising 
medium of Brooklyn. 

NEW YORK TIMES | (@®). Largest high-class 
circulation. Daily city sales over 100.000. 

THE POST EXPRESS (@@). Rochester, N.Y. 
Best advertusing wedium tn this section. 

ARMY AND NAVY JOURNAL (@©). First in 
its class in circulation, influence and prestige. 


VOGUE (©6), the authority on fashions. Ten 
cents a copy; $4 a year. 11-4 13-15 E. 24th St.,N. ¥. 


ENGINEERING NEW S(@O). —A technical pub- 
lication of the first rank.—Sun, Pittsfield, Muss. 


ELECTRICAL REVIEW ‘© ©) covers the field. 
Read and studied by thousands. Oldest, ablest 
electrical weekly. 


HARDWARE DEALERS’ MAGAZINE, 
Tn 1905, average issue, 79,020 (OO). 
D. T. MALLETT, Pub., 253 Broadway, N. Y. 














STREET RAILWAY JOURNAL (@O0). The 
stancard authority the world over on street and 
interurban railroading. Average weekly circu- 
iation during 1905 was 8,160 copies. 


NEW YORK HERALD (@©). Whoever men- 
tions America’s leading newspapers mentions 
the New York HERALD first. 


CENTURY MAGAZINE (© ©). There area few 
= in every community who know more 

han all the others. ‘These people read the 
CENTURY MAGAZINE. 


NEW YORK LS fied (© ©). daily and Sun- 
day. Established 1841. A conservative, clean 
and up-to-date newspaper, whose readers repre- 
sent inteilect and purchasing power toa hbigh- 
grade advertiser 


ELECTRICAL WORLD (@©). Established 1874. 
The great international weekly. Circulation 
audited, verified and certified by the Association 
of American Advertisers. Average weekly cir- 
culation first six months of 1906 was 18,865. 


omic. 


CINCINNATI ENQUIRER (©©). Great—influ- 
ential—of world-wide fame. Best advertising 
medium in prosperous Middle West. Rates and 
information supplied by Beckwith, N.Y.-Chicago. 


PENNSYLVANIA. 
CARRIAGE MONTHLY (© ©), Phila. Lon aaa 
journai;40 years; leading vehicle magazin 


THE PRESS (©©) is Philadelphia’s Great 
Home Newspaper. it 1s on tne Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 
paver Sworn daily average first six months 
1906, 103,419; Sunday average 1906, 148,949. 


THE PITTSBURG 
©® DISPATCH ‘oo 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive. Pittsburg fleid. Only two-cent 
morning paper assuring a prestige most 
protitable to advertisers. Largest home 
delivered circwation in Greater Pittsburg. 

















RHODE ISLAND. 


PROVIDENCE JOURNAL (© ©), a conservative 
enterprising newspaper without a single rival. 


SOUTH CAROLINA. 


“THE STATE (QO), Columbia, 8S. C. Highest 
quality, largest circulation in south Carolina. 


TENNESSEE. 
THE TRADESMAN (@©) Chattanooga, Tennes- 
see semi-monthly. ‘lhe South’s authoritative 
industrial trade journal. 


VIRGINIA. 


THE NORFOLK LANDMARK (@©) is the 
home paper of Norfolk, Va. That speaks volumes. 





WASHINGTON. 
THE POST INTELLIGENCER (©©). 
morning paper in Seattle. Oldest in Sta 
paper read and respected by all aan. 


Only 
tate. A 


WISCONSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(OO). the only gold mark daily in Wisconsin. 
Less than one thousand of its readers take any 
other Milwaukee afternoon newspaper. 





CANADA. 
THE HALIFAX AEPALD (OO) pe the EVEN- 
ING MAIL. Circulation 15,558, flat r: 
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THE WANT-AD MEDIUMS 


A Large Voiume of Want Business is a Popuiar Vote for the 
Newspaper in Which it Appears. 








Advertisements under this heading are only desired from 
papers of the requisite grade and class. 





OULOKRADO. 

TH Denver Post, Sunday edition. December 
2, 1906, contained 5,195 different classified ads, 

a total of 115 310 columns. The Post is the 
Want medium of the Rocky Mountain region. 
The rate for Want advertising in the Post is 5c. 
per line each insertion, seven words tothe line. 
N ERIDEN, Conn.. MORNING RECORD; old es- 
tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 


Classifiea rate, cen a word; 7 times,5 cents a 
word. Agents Wanted, half a cent a word. 


CONNECTICOT. 


DISTRICT OF COLUMBIA. 
T Rs ——— and Sunpay Star. Washington, 
© ©). carries DOUBLE the number of 
Want Abe of any other paper. Rate lc. a word. 


GEORGIA. 
LASSIFIED advertisements in the PRESS, of 
Savannah, Ga., cost one cent a word—three 
Insertions for price of two—six insertions for 
price of three. 
ILLINOIS. 


MRE DAILY NEWS is Chicago’s “Want ad” 
Directory. 


: Champaign NEws is the leading Want ad 
medium of Central Eastern llinois. 


sfod 








Hs TRIBUNE publi 1 
vertising than any ot wd Chicago newspaper. 


INDIANA. 
HE Indianapolis NEws during the year 1905 
printed 96.982 more classified advertise- 
ments than al! other aes ot Indianapolis 
combined. printing a total o 941 separate 
paid Want ads during that Anak 


& lige HAUTE TRIBUNE. Goes into 82 per 
cent of the homes of Terre Haute. 

69 5 % COLUMNS—174,585 LINES—of Want 

3 Advertising GAINED by the INDIAN- 

APOLIS STAR duri he last five months. A 

record breaker in Newspaperdom. Possible be- 

cause the STAR exceeds uny paper in Indiana by 


over 13,000 circulation, and is read by more than 
400,000 peopie daily. Rates, 6c. a line, 


INDIAN TERRITORY. 
‘AS Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


IOWA. 

HE Des Moines REGISTER AND LEADER; onl 
morning paper; carries more ‘‘want” 
vertising _ any other jowa newspaper. One 

cent @ Wo! 


{ |ig= Des Moines CAPITAL guarantees the lar- 

gest city and the largest total circulation 
in lowa. The Want columns give spiendid re- 
turns always. ‘lhe rate is1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


KANSAS. 


Arcee. TO REASON, Girard, Kan.; over 
300,000 weekly guaranteed; 10 cents a word. 


HE Topeka CAPITAL during past ten months 

printed 72,395 paid *‘Wants,”’ 10,637 more than 
all other Topeka —y | papers combined: 5c. line. 
Only Sunday paper. _ Largest circulation. 


MA AINE. NE. 
HE EVENING EXPRESS carries more Want ads 
than al] other Portiand dailies compined. 





MARYLAN 
Ne Baltimore News carries more Want Ads 
than any other Baltimore daily. It is the 
recognized Want Ad medium of Baltimore. 
MASSACHUBETTS, 
NHK Boston EVENING TRANSCRIPT is the lead- 
ing educational medium in New England, 
It prints more advertisements of schools and in- 
structors than all other Boston dailies combined. 
3 () WORDS, 5 days, for 25 cents, 
DAILY ENTERPRISE, Brock- 
ton. Mass., carries solid page 
Want ads. Circulation exceeds 
10,000. Try this paper. 
‘HE BOSTON GLUBE, daily and Sunday, for 
the first six months of 1906, printed a total 
of 224,269 classified ads. There were no trades, 
deals or discounts. There was a gain of 6,804 
over the first six months of 1905, and was 96,385 
more than any other Boston paper carried for 
first six months of 1906 
MINNESOTA 
TT beep pote boride is the recognized 





hee Minneapolis Vaily and Sunday JouRNAL 
carries more classified advertising than any 
other Minneapolis newspaper. No free Wants 
and no Clairvoyant nor objectionable medical 
advertisements printed. Classified Wants printed 
in nto amber’ 131,726 lines. Individual advertise- 
meni 


OIKO’LAT’N RE MINNEAPOLIS TRIBUNE is 
the oldest Minneapolis daily 
and has Knog ” “14 pcr ages 





It 
G 4 = R Want oaverticcments every weak 
TEED at ful’ price (average ‘of two 


pages a day); no free ads; price 
covers both morning and even- 
by Am. Newa- ing issues. Rate, 10 cents per 
paper Di’tory line, Daily or Sunday. 


MISSOURI. 
HE Joplin GLoBe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it (gives results. One centa 
word. Minimum. lic 


4 bets Kansas City JOURNAL. Circulation, 275,000; 

Tne, iat 7,40 Dal and ciassided, 40 
cents a line, fiat; 70,000 7, and Sunday—dis 
play, 1c. ion Weekly 
and bunday—display. is. tauaes on request 


MONTANA. 
Ts EK Anaconda STANDARD is Montana’s great 


*Want-Ad” medium; Ic.a word. Average 
circulation (1905), 11,144 ; Sundays, 13,888 


NEBRASKA. 
ct JOURNAL AND NEWS. Daily aver- 
, 27,092, guaranteed, Cent a word. 
NEW JERSEY. 
TS NEWARK EVENING NEws is the recognized 
Want-ad Medium of New Jersey. 

J EWARK, N. J, FRKIE ZEITUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans, One cent per word ; 8 cents per month. 

NEW YORK. 


'\,H# EAGLE has no rivals in Brooklyn’s 
classified business. 


'|\HE Post-EXPREss is the best-afternoon Want 
ad-meuium ip kochester 
A= EVENING JOURNAL. Fastern N. 
best paper for Wants ana classified ads. 











Y.’s 
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AILY ARGUS. Mount Vernon. N. Y. Great- 
est Want ad medium in Westchester County. 


N EWBURGH DAILY NEWS, recognized leader 
6,000. 





in prosperous Hudson Valley. Circulation, 


UFFALO NEWS with over 95,000 circulation, 
isthe only Want Medium in Buffalo and the 
strongest Want Medium in the State, outside of 
New York City. 
T= TrmEs-UNION, of Albany, New York. Bet- 
ter medium for wants and other classitied 
matter than any other paper in omy and 
—, a circulation greater than all other 
jaily papers in that city. 


pomteteer INK, published weekly. The rec- 
ognized and leading Wantad medium for 
want ad mediums, mail order articles, aavertis- 
ing noveities, printing. typewritten circulars, 
rubber stamps, office devices. adwriting, half- 
tone making, and practically anything whicn 
interests and appeals to advertisers and busi- 
ness men. Classified advertisements, 20 cents 
a line per issue flat : six words toa line, Sample 
copies. ten cents. 


\ ATERTOWN DalILy STANDARD. Guaran- 
teed daily average 1906, 7,000. Cent aword. 


OMLO. 
OUNGSTOWN VinpicaTor—Leading “Want 
medium. lc. per word. Largest circulation. 


OKLAHOMA. 
HE OKLAHOMAN, Otla. City, 18.582. Publishes 
more Wants than avy four Vkla.competitors. 


OREGON. 
ORTLAND JOURNAL, Daily and Sun- 
day. leads in ‘Want ads.”’ as well as in 
circulation, in Portland and in Oregon. 
One cent x word. Proven circulation 
August, 1906, 2,382. 


PENNSYLVANIA. 


‘(HE Chester, Pa., TIMES carries from two to 
five times more classified ads than any 


other paper. Greatest circulation. 
| ¥ The Philadelphia “Bulletin 2” 
Want Ads in THE BULLETIN bring 


prompt returns, because “in Philadelphia 
nearly everybody reads THE BULLETIN.’’ 
Net paid average circulation for Nov., 1906: 


228,615 copies per ae 





Why Don’t You Put it in 


(See Roll of Honor column.) 


The Philadelphia 
German Daily Gazette 


printed more general advertis- 


ing during 1905 than any other 
German newspaper published 
in this country. 


‘¢ There’s a Reason.’’ 
RUODE ISLAND. 


PY HE Evenine BULLETIN—By far the largest cir- 
culation and the best Want medium in R. I. 





SOUTH OAROLINA. 
f ly HE NEWS AND COURIER (@O), Charleston, 
8.C. Great Southern Want ad medium; Ic. 
a word; minimum rate, 26c. 


fae Columbia STATE (OO) carries 
more Want ads than any other 


South Carolina newspaper. 
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CANADA. 
‘\HE Daity TELEGRAPH, St. Jobn, N. B., is the 
want ad medium ot the maritime provinces. 
Largest circulation and most up to-date paper of 
Easteiu Canada. Want ads ove cent a word. 
Minimum charge 23 cents. 


A PRESSE, Montreai. Largest daily circula- 

M4 tion in Canada without exception. (Daily 
95,825. Saturdays 113,892—sworn to.) Carries more 
wantads than any French newspaper in the world 


4 TS Montreal DAILY STAR carries more Want 

advertisements than ail other Montreal 
dailies combinea. The FAMILY HERALD AND 
WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada. 


T HE Winnipeg FrRkE PRESS carries more 

“Want” vertisements than any other 
daily paper in Canada and more advertisements 
of this nature than are contained in al) the other 
po ~ a published in Western Canada 
combined. Moreover, the FREK PRESS carries a 
larger volume of — advertising than any 
other daily paper in the Dominion. 





HENRY JAMES ON THE AMERI- 
CAN WOMAN’S ADVERTISING. 
I seem to recognize it as one of the 

common-places of journalism, certain- 

ly of American journalism, that the 

American woman more and more pre- 
sents herself as a great success in the 
world; and it is evident enough that 
for a long time she has been abun- 
dantly assured of this. She has had at 
her service an unequaled system of 

publicity—that of the journalism in 
question, taking the term in its largest 
sense—and not to have been quite at 


its mercy she must have veiled her 
face and stopped her ears. The great 
agency of her fame has not always 


treated, and still does not inveterately 
treat, her with high consideration in 
particular cases—it may be noted, in 
truth, over the land, as often taking 
strange liberties with her; but it at 
least trumpets, in its brazen voice, 
rom sea to sea, every motion she 
makes, every step she takes, every dress 
she wears, every friend she visits or 
receives, the color of her hair, the 
number of her gloves, the names of 
her lap-dogs, the parties to her flirta- 
tions and matrimonial engagements; 
and so on from the cradle to the grave. 
—Henry James, in Harper's Bazaar. 


AMERICAN TALK. 


Americans are generally better talk- 
ers than we are. They talk more, and 
their talk is more earnest, direct and 
forcible than ours. Perhaps that is 
partly why their advertising is more 
copious and convincing. The advertis- 
ing manager is chief of the most im- 
portant department of every great 
business. The Wanamaker advertis- 
ing costs an amount which the biggest 
‘London business dare not face, al- 
though New York is only a village in 
comparison wth London. The other 
first-class houses all advertise to a sim- 
ilar extent, not vaguely inviting atten- 


tion to their new consignments, but 
particularizing the articles and the 
prices. 


The American, perhaps, has not_the 


same modest reticence as the Eng- 
lishman with regard to his virtues 
or the excellence of his wares. 


There is no proud consciousness of un- 
appreciated merit over there. Every- 
bedy advertises.—London Daily Matt. 











— INK 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


Issued every Wednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be put 
or one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollars a hundred. Being printed from stereo- 
type plates, itis always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five dollars a 
hundred. 


ADVERTISING RATES 
Advertisements 20 cents a line, pear 
15 lines to the inch ($3); 200 rong the page ($40). 


1 measure, 

For specified position selec the adver- 
tisers, if granted, double price is demanded. 

Un time contracts the last copy. is repeated 
when new copy faiis to come to hand one week 
in woke’ of day of publication. 

Contracts by the month, quarter or year, may 
be pens eA at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines smallest advertisement taken. Six 
words make a line. 

mite} hats appearing as reading matter is in- 
serted fre 

All aver tisements must be handed in one 
week in advance. 


OFFICE: NO. 10 SPRUCE ST. 
Teiephone 4779 Beekman. 
London Agent, F. W. Sears, 50-52 Ludgate Hill,E.C 








New York, Dec. 19, 1900. 








Capacity to improve the ideas 
of somebody else is not plagiar- 
ism—it is the best sort of origin- 
ality. 





AFTER all, getting replies to an 
advertisement is not haif the 
battle. It is the follow-up that 
makes customers out of inquirers, 





Asove all things don’t = dis- 
couraged. If the thing advertised 
is right, and you know it is right, 
you can hardly go wrong if you 
advertise sanely. The other day 
the Little Schoolmaster heard of 
a man who invested his last $100 
in advertising in a Sunday paper. 
All day Sunday, and Monday 
morning, he ate fruit, bread and 
milk, but about noon on Monday, 
after he had worked all the morn- 
ing filling orders, he treated him- 
self to one of the most satisfying 
meals which it has ever been his 
fortune to enjoy. In the after- 


noon a telegram was sent to the 
factory for more goods—the ad- 
vertisement 
supply. 


had exhausted the 
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Teddy Ejiker an- 


— Too nounces that the 
igh. National Adver- 
tiser will be sold hereafter for 


fifty cents a year, 








It is now pretty generaily be- 
lieved that one large advertise- 
ment in one paper will prove more 
useful than four small announce- 
ments occupying the same space 
in the aggregate in four papers. 





THE only rdlable and depend- 
able measure of the distribution of 
a paper or periodical is the num- 
ber of readable copies produced. 
The method adopted to dispose 
of the copies, or the terms upon 
which they are parted with, have 
nothing to do with the measure- 
ment of quantity but everything 
with determining the appreciation 
and esteem with which the buyers 
or recipients welcome the publica- 
tion and, therefore, fixing or 
graduating the influence it can 
exert, and, consequently, its value 
as an advertising medium. The 
first thing an advertiser should 
know is how many? The next 
how good is it? While the first 
question remains unanswered, the 
answer to the second is open to the 
suspicion of error, In fixing the 
number of copies produced it is 
not sufficient to show what the 
edition was yesterday or on a 
specified day, when it may have 
been specially large or specially 
small, nor to attempt to prove 
what the edition will be that will 
appear to-morrow or on a speci- 
fied future day. Such reports are 
something less than satisfactory. 
Long experience has demonstrat- 
ed that the best basis of measure- 
ment is the average issue that has 
been produced for the period of 
an entire year preceding the date 
of statement; and the best demon- 
stration that a careful calculation 
has been made consists of an ex- 
hibition of the actual figures by 
which the result was arrived at, 
the same being verified by some 
one whose business or duty it is 
to be in possession of the knowl- 
edge requisite for the production 
of the statement so prepared. 




















In a churchyard in Surrey, 
England, can be seen the follow- 
ing thrifty tombstone advertise- 


ment: 
“* Sacred 
To the Memory of 
Nathaniel Godbold, Esq., 
Inventor and Proprietor 
of that excellent medicine, 
The Vegetable Balsam 
For the cure of Consumption and 
Asthma. 
He departed this life 
The 17th day of December, 1799, 





Age 60 years. 
Hic cineres, ubique fama.” 
ste 
Cleans Steps are now 
being taken’ to 
House. convert the Lon- 


don Times from a partnership to 
a limited liability company, thus 
changing the business arrange- 
ments on which it has rested for 
over a century. No change in 
ownership will result, the proper- 
ty retaining in the Walter family. 
There are other shareholders, it 
is said, and under the cumber- 
some system in force some re- 
ceived the revenue from the mar- 
riage and death column, the 
Walters controlled the printing 
plant, and there were other in- 
congruities that cannot longer be 
carried on in the face of modern 
business conditions. 





Like an echo out of the past 
comes an article in the Evening 
Post reviewing the suits that 
were begun two years ago to re- 
move advertising and slot ma- 
chines from the New York Sub- 
way. At that time there was loud 
public protest—in the papers. To- 


day there is none. The suit 
against the advertising has never 
been brought to trial. That 


against the slot machines was, and 
the court has been holding back 
its decision a year. The public 
has forgotten. The slot machines 
in the Subway are a real con- 
venience, and should be permitted 
to stay. The advertising may not 
be entirely esthetic. Yet it is well 
spread out, and some of the post- 
ers exhibited are genuinely artis- 
tic. Under the present arrange- 
ment of the zinc boards it would 
be possible to make the Subway a 
poster gallery of real interest and 
meritorious design, 
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JosepH W. KENNEDY, for sev- 
eral years secretary of the Phelps 
Publishing Company, has secured 
a controlling interest in the 
Morse-Broughton Company, pub- 
lishers of L’Art de la Mode. 





THE name of George P. Rowell 
& Company, that has had a place 
on the list of Advertising Agen- 
cies for nearly forty-two years, 
has now been withdrawn; and the 
business will hereafter be conduct- 
ed by Mr. W. F. Hamblin at No. 
12 Spruce st., New York, as suc- 
cessor to the old firm. Mr. 
Rowell retired in 1905, but is a 
stockholder in the Printers’ Ink 
Publishing Company and _ con- 
tinues to take considerable inter- 
est in the management of the 
American Newspaper Directory, 
which he established in 1869 and 
has published annually or quar- 
terly for thirty-eight consecutive 
years. He was the first man to 
undertake to ascertain and make 
public the regular editions issued 
by the newspapers. No _ similar 
system has ever had vogue in any 
country other than America. 


Philip S. Bates, 

Western publisher of the 

Breezes. — Pacific North- 
west, has such confidence in his 
State and in himself that he be- 
lieves the two together will turn 
the balance against any like com- 
bination of man and common- 
wealth that can be secured. Just 
now Mr. Bates is planning to ad- 
vertise Oregon next Spring in 
nearly every corner of the Union 
by means of a party of girls, one 
chosen from a county, who will 
travel East and South at his ex- 
pense. President Roosevelt is 
going to give the party a reception 
in the White House; the James- 
town Exposition will be visited, 
New York will be reviewed from 
the “rubber-neck” wagon—and all 
the time, presumably, the girls 
will be distributing tracts in praise 
of Oregon. 

The Pacific Northwest is the 
leading agricultural paper of Ore- 
gon. The average number of 
copies printed during 1905 *was 
13,583 each issue. 
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In the amount of advertising 
carried by the magazines month 
after month the Review of Re- 
views is usually first and never 
fails to be second. 





THE National Varnish Com- 
pany expects to use in a limited 
number of western papers twenty- 
five half-pages. 








UNDER a contract recently 
signed by the University City Im- 
provement Trust, of which E. G. 
Lewis of the Lewis Publishing 
Company is president, property 
valued at $13,000,000 is brought 
under control. The tract com- 
prises three square miles, and will 
be improved and used as an ex- 
clusive residence district. 








Be The ~ 

ing table was 

Philadelphia. compiled by the 
Philadelphia Evening Telegraph, 
and shows the amount of adver- 
tising carried in Philadelphia dur- 
ing October. The Bulletin is in 
the lead of all the daily papers, as 
regards display advertising in 
week-day issues, and Mr. Simpson 


accompany- 
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ARLINGTON Houck, 125 Front 
street, New York, is the compiler 
of 150 catch phrases which will 
be found particularly adaptable to 
a retail business of most any kind. 
After one reads the list he is apt 
to think that he could do as well 
himself, but if he were to sit 
down and try it he would un- 
doubtedly have more respect for 
Mr. Houck and his work. 





The stock inter- 
New ests in Success 
Blood. Magazine of 

Austin B. Fletcher have been 
purchased by Edward E, Higgins 
and O. S. Marden, and the 
stock interests of James S. 
Barcus, Willard F. Hallam and 
Lynn §S. Abbott have been pur- 
chased by the Success Company 
(out of earnings) for the treas- 
ury. Substantial interests in the 
property have been sold to Fred- 
eric L. Colver and David G. 
Evans. The new officers consist 
of Edward E. Higgins, president; 
O. S. Marden, vice-president; 
David G. Evans, second vice- 
president and treasurer, and Fred- 
eric L. Colver, secretary. Of the 
principal stockholders and direc- 
tors, Orison Swett Marden has 








is to be congratulated. been editor-in-chief since the 
OCTOBER, 1906. 
‘ North 
Record. Inquirer. American. tas er. Press. Tir. Cain. 
Display....... .. 1546.30 1417.16 1479.71 41 1013.36 1.86 icy 
Classined ....... 567.81 1277.31 691.00 358: 87 675.58 0. 23 
Total.......... 2114.11 2694.47 2170,71 1890.28 1688.94 1101.79 1471.56 
Less Sundays... 475.75 982.30 618.35 370.86 | aes 
‘Total columns.. 1638.36 1712.17 1552.36 1519.52 1089.50 ~—«1101.79 1471.56 
Less ciassified.. 567.81 1277.31 691.00 958.87 675.58 159.93 388.85 
Total display 
cols. 27 days.. 1070.55 434.86 861.36 « 560.55 363.92 941.86 1082.71 
Sventag Zeke h Evening Bulletin. 
October, 1906 ......... 101.7: ie £03.73 
October, 1006.... ....... ‘900 a 1395. tH 
 errerrrrerr err 192.55 "108.64 





DurInG 1907 the Bookman is to 
publish a series of papers on 
“Modern Book Advertising,” 
showing by text and pictorially 
how some of the notable novels of 
the past twenty years have been 
exploited. Among the books to 
be treated are “Ben Hur,” “Be- 
side the Bonny Briar Bush,” 
“David Harum,” “Prisoner of 
Zenda,” “Sherlock Holmes,” 
“Riehard Carvel,” “When Knight- 
hood was in Flower,” etc. 


foundation of Success Magazine 
by him in 1897; Edward E. Hig- 
gins has been treasurer and gen- 
eral manager since December, 
1899: David G. Evans has been 
secretary and assistant treasurer 
for the past two years, and Fred- 
eric L. Colver has been for many 
years prominent in magazine pub- 
lishing circles in New York City 
as principal proprietor of Leslie’s 
Monthly, more recently — the 
American Magazine, 
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Tue French nation has elevated 
an advertising agent into the Le- 
gion of Honor. The new knight 
is John Fred Jones, head of the 
Paris advertising agency of John 
F. Jones & Co., and the honor is 
given for his services as a mem- 
ber of the jury of awards at the 
St. Louis exposition which judged 
books, newspapers, magazines and 
engraving processes. 








ANOTHER advertising journal 
has changed hands. ‘This time it 
is the Khode Island Advertiser, 
which has been one of the best of 
the Little Schoolmaster’s contem- 
poraries while edited by Mr. 
Grisinger. The latter has been 
obliged to give up the advertising 
business on account of ill-health, 
and has sold his paper to F. R. 
Jeleff, formerly advertising mana- 
ger for the Shepard Company, of 
Providence, 





In the December Country Life 
in America appears a remarkable 
collection of advertising designs, 
seven pages in color for the Lif- 
fany Studios, Studebaker Bros. 
Mfg. Co., Pinehurst, Hamburg- 
American Line, Southern Pacific, 
W. & J. Sloane and the Duffner 
& Kimberly Co. The Tiffany 
pages in particular are of such 
marked distinction that advertis- 
ers have cut them out to frame. 
As an exhibition of high-class ad- 
vertising the Frank Presbrey 
agency, New York, feels that it is 
the strongest showing of the sort 
ever made by one agency in a 
single publication. 





The first issue of 
Mere the Circle, the 
New Ones. new monthly 
magazine to be published by Funk 
& Wagnalls, has appeared, and 
seems to offer a large fifteen cents’ 
worth. Like the Literary Digest, 
it is a compilation from other 
periodicals, but has a_ small 
amount of original matter, and 
gives ‘space to fiction and verse as 
well as serious comment. By far 
the greatest amount of space is 
taken up with departments, of 
which there are twenty, called 
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“circles,” ranging from sports to 
clothes. A glance over these de- 
partments would lead one to sus- 
pect that the idea of each success- 
ful specialty magazine established 
the past two or three years had 
been covered with a department, 
as travel, business, gardening, etc., 
in the hope that the Circle would 
hit the same bull’s-eye. 
Harmsworth’s Self-Educator 
Magazine, now embodied after 
long preparation, seems to be more 
original. The idea is to give in- 
struction at home on correspond- 
ence school lines, so it has courses 
on twenty-three subjects, from 
chemistry to shorthand, and liter- 
ature to textile dyeing. This, too, 
is a fiteen-center. A novel point 
is the issue every two weeks. It 
remains to be seen whether the 
public can get used to a maga- 
zine that comes twice a month. 
As it has no fiction or attractions 
for the occasional reader, how- 
ever, probably the idea of a les- 
son book twice a month is the 
correct one. This is the first 
English magazine to be sent to 
this country with an active circu- 
lation organization behind it. If 
successful, there are plenty more 
Harmsworth magazines that 
might follow. Harmsworth’s 
Self-Educator may be the advance 
agent of a remarkable invasion. 








JAN.1L907 15 CENTS 


LINSLEES 


THE MAGAZINE THAT ENTERTAINS 


JANUARY 


1907 


HHOLTDAY NUMBER 


“A 1907 COVER.” 
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THE Knopf Agency, New York, is 
placing Runkel’s Cocoa advertising. 





Ben B. Hampton is placing 
new orders for the Singer Sewing 
Machine. 





Tue Eastman Kodak Company 
is placing new orders through 
Frank Seeman. 





J. WALTER THoMpsoN is placing 
orders for the Harmsworth Self- 
Educator Magazine. 





NEw advertising for Mecca 
Cigarettes is being sent to middle 
west papers by Ben B. Hampton. 


Tue MacCracken Agency will 
place advertising for the Endicott- 
Johnson Suit Company of Endi- 
cott, New York. 


W. F. Simpson, New York, is 
placing 5,000 lines of advertising 
for the Queens Borough Corpora- 
tion, through New York State. 





Tue Frank Presbrey Company 
is putting out some magazine ad- 
vertising for the City National 
Bank, 52 Wall street, New York 
City. 





THE Jaros Company, New 
York, requests rates on two inches 
twenty-eight‘times for the Morri- 
son Company, collar and_ shirt 
manufacturers, Troy, in Pacific 
Coast, Pennsylvania and Virginia 
papers. 








Tue Fort Worth, Texas, Star, 
which commenced publication last 
February as an afternoon paper, 
began to publish a Sunday edition 
December second. This edition 
contained six pages of advertising 
from one firm, which the Star be- 
lieves to be a new record, 








W. Frank Dunn, who has for 
some time represented the Indian- 
apolis Farm Star and St. Louis 
Semi-weekly Star in Chicago and 
New York, is now advertising 
manager of those papers. His 
headquarters will be in the Trib- 
une Building, Chicago, and he will 
divide his time between eastern 
and western territory. 


Tue W. F. Doll Manufacturing 
Company is placing advertising in 
New England dailies. 





Tue New York Sun has in- 
creased rates on magazine adver- 
tising from publishers to regular 
display rates. 

THE title of the weekly edition 
of the Memphis News-Scimitar 
has been changed to the Farmers’ 
News-Scimitar, 








Durtnc November the Memphis 
News-Scimitar carried 77,078 lines 
of display advertising more than 
it carried during November, 1905. 





THE Lord Advertising Agency, 
located in the German Savings Bank 
Building, New York, is placing large 
copy for the Horlacher Brewing Com- 
pany of Allentown in the Buxdéletin, 
Inquirer, Record and Sunday Press of 
Philadelphia. 


Tue Ayer agency, Philadelphia, 
finds its Boston business increas- 
ing to such a degree that a branch 
office has been established in the 
Hub, in the Old South Building. 
S. A. Conover, who has charge, 
has worked in the Boston field 
on behalf of N. W. Ayer & Son 
for nearly ten years, and will now 
have a staff of assistants, 





Smith & THOMPSON have 
signed lease for quarters in the 
new Brunswick Building at the 
corner of 26th street and Fifth 
Avenue. The Brunswick Building 
will be completed early in the 
year, and Smith & Thompson will 
move uptown on May ist, at 
which time they give up the quar- 
ters in the Potter Building which 
they have occupied since they 
have been in business, 








M. E. Nicwots, president and 
editor of the Winnipeg Telegram, 
was tendered a complimentary 
banquet recently by the staff of 
the paper at the Royal Alexandra 
Hotel. The occasion was the first 
anniversary of Mr. Nichols’ ad- 
vent into Winnipeg newspaper 
life. During the year the Tele- 
gram has developed very substan- 
tially in strength and circulation. 
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SoME very effective advertising 
for the city of Montgomery, Ala., 
has been started in the magazines. 
It aims to bring manufacturers 
to Montgomery, and is financed 
by the Commercial Club of that 
city. Details and placing are in 
the hands of the Massengale 
agency, Atlanta. 








THE National Agricultural 
Press League at its annual meet- 
ing at the Grand Pacific hotel in 
Chicago on December 5th, elected 
as president, James M. Pierce of 
Des Moines; vice-president, M. 
W. Lawrence, of Cleveland; sec- 
retary, John M. Stahl of Chicago; 
treasurer, B. F. Billiter of Hunt- 
ington, Ind.; directors, A. C. 
Halliwell, Chicago; J. H. Neff, 
Kansas City; W. D. Hoard, Fort 
Atkinson, Wis.; Norman J. Col- 


man, St. Louis; Wm. J. Thomp- 
son, New York; H. L. Simmons, 
Springfield, O. The league 


abolished the initiation fee of $10, 
and reduced the annual member- 
ship dues to $10, and will make a 
vigorous campaign for a further 
increase in its already large 
membership. A systematic effort 
to develop agricultural advertising 
will be made. 
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Tue Wyckoff Agency, Buffalo, 
is sending out orders for 5,000 
lines of advertising for the 
American Health Product Com- 
pany. 


The Pittsburg 

Editorial Dispatch has re- 
Enterprise. -orded several 
“beats” recently which are at- 


tracting notice. After the efforts 
of the city police had failed to run 
down any of the murderers who 
caused a reign of terror in the 
city a month or more ago,. the 
LNspatch employed detectives, who, 
with the aid of reporters, captured 
three men who are considered 
guilty of one or more of the 
crimes. The paper was first to 
print the story that ten big 
battleships were lined with de- 
fective flues. The work of the 
Dispatch resulted in the indict- 
ment of employees of the Shelby 
Tube Co. for stealing government 
stamps to pass tubes that were 
rejected by the government in- 
spectors. The Dispatch printed an 
extra with the exclusive story of 
the murder of a prominent Pitts- 
burg man, Harry F. Smith, who 
was shot down while trying to 
defend his home from burglars. 
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HARRISON MANUFACTURING 60.,.77 Harrison Building, Cincinnati, 0,. 





A WASHING MACHINE ADVERTISED LIKE A CIRCUS“FROM DECEMBER 


MUNSEY’s,”” 
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FRANK Harrison, formerly pub- 
lisher of “Frank Harrison’s Short 
Hand Magazine” and at one time 
private secretary to General Ches- 
ter A. Arthur, died on December 
I, at Adams, New York. 

THE December Bookman con- 
tains an interesting attack on 
“tainted news,” the writer apply- 
ing that phrase to articles pre- 
pared by the publicity bureau ofa 
corporation and sent out frank- 
ly to the newspaper press as the 
corporation’s official utterance on 
timely matters. While some of 
the reasons advanced against “ 
lishing such articles are sound, 
is not easy to see where the new 
publicity system is to be con- 
demned. It replaces the older 
secret press agent service, where 
not only the readers of newspa- 
pers were deceived, but also edit- 
ors. Most of the stuff sent out 
by the new kind of press bureau 
is either statement of facts not 
meant to influence public opinion, 
or is designed merely to arouse 
interest in a great industrial field, 
like that of the application of 
electricity, so that paid advertis- 
ing may come before an audience 
prepared and interested. 





It is a fact not generally known 
that the highest percentage of 
literacy int the country is in 
Nebraska, Iowa, Kansas, Minne- 
sota and the Dakotas. Nebraska 
leads all States in this respect, 
the United States census, 1900, 
showing that in Nebraska there 
were only fourteen people in a 
thousand who cannot read and 
write English perfectly. In three 
years the Rural Weekly of St. 
Paul has gained over 105,000 cir- 
culation in this territory. That 
western rural readers are re- 
sponsive to advertising is shown 
by a statement recently issued by 
The Clover Leaf publishers of 
the Rural Weekly. In four issues 
in November the paper published 
a total of 852 separate and dis- 
tinct advertisements. The adver- 
tising rate will be advanced Jan- 
uary 15th to 25 cents per line, the 
present rate being 20 cents per 
line. 











Home _ Talk, a __ household 
monthly, published at 150 Nassau 
street, New York, is now repre- 
sented in the eastern field by J. K. 
Lundy, and in the west by John 
West, formerly advertising mana- 
ger of the Chicago, Milwaukee 
and St. Paul Railroad. 

Dr. Isaac E. EMERSON, origin- 
ator of Bromo-Seltzer and found- 
er of the company that makes it, 
has retired as president, to be suc- 
ceeded by Joseph F. Hinds, who 
has also been with the company 
since its establishment. Dr. 
Emerson still retains a controll- 
ing interest. 





Feed Law it is now an- 
nounced that the 
Benign. Federal pure food 
law, which goes into effect Janu- 
ary 1, will be fully in force by 
next October, when all manufac- 
turers will have adjusted labels to 
meet its requirements. A can- 
vass made of manufacturers af- 
fected has shown general satisfac- 
tion with the statute. It will tend 
to raise the quality of cheap foods, 
candies, canned goods, etc., and to 
drive adulterations from the mar- 
ket. The public will be influenced 
to purchase better grades, and 
much price competition can be 
eliminated. Patent medicine con- 
cerns have been holding off from 
advertising campaigns some 
months now, waiting to learn just 
how the law was to be interpret- 
ed, but it is said that as soon as 
all doubt is dispelled they will be 
advertising more heavily than ever 
before. Dr. Pierce sees some 
danger unless State laws are re- 
modeled to protect against sub- 
stitution. He said recently: 


There is great need now for each 
State to enact the same law as the 
United States government has, in order 
that the manufacturer of proprietary 
medicines or foods will not be placed 
at a disadvantage because the local 
druggist or manufacturer, in selling 
within his own State, does not have 
to comply with this act and place the 
specified ingredients (in eight point 
caps) upon the label. The druggist 
can put up substitutes and sell them 
in place of the established advertised 
articles without any labels. - He can 
point to the label of the wbvavtinnd 
article as containing certain powerful 
drugs which he may claim are not con- 
tained in his own. 








— 
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THOUGHTS ON THE “POP. 
ULAR APPEAL.” 


THERE ISN'T ANY SUCH THING—AT 
LEAST THE SUCCESS OF THIS 
PLUM PUDDING ADVERTISING 
SEEMS TO PROVE SO—REMARKS ON 
A KIND OF ADVERTISING JUNK OF 
WHICH RETAILERS ARE VERY 
TIRED, 


Richardson & Robbins, of Dov- 
er, Del., have one of the oldest 
food plants in the.United States, 
packing meats and luncheon deli- 
cacies of the highest quality. 
When you get to the point of 
owning a yacht, Richardson & 
Robbins are the people to go to 
for supplies. The history of the 
house is comprised in the phrase 
“Fine goods, little advertising.” 
A small discriminating public has 
bought R. & R. for years because 
it wouldn't have any other, and 
the house has a pretty thorough 
distribution over the eastern 
States where its public lives, 

Richardson & Robbins have 
made for forty-odd years a tinned 
plum pudding. Their recipe for 
this specialty is said to be the 
original, and comes down from 
the time of Chaucer or Richard 
Plantagenet. Richardson & Rob- 
bins say that no American who 
kas known only the home-made 
plum pudding can possibly have 
any conception of what their 
tinned article is like. No Amer- 
ican can cook a plum pudding in 
the first place. The element of 
race enters into the equation. Un- 
less a plum pudding is cooked by 
a British woman, and twelve hours 
in a pudding bag at that, it is sure 
to be sticky and soggy. Most Amer- 
icans have been up against their 
own plum puddings once, and then 
—never again. They perceive, in 
the kind of plum pudding they 
make themselves, the reason for 
the decay of the British empire. 
Sometimes an American learns 
what real English plum pudding 
is at the home of a Britisher. But, 
although this is vastly different, 
say Richardson & Robbins, and 
a pretty fine article, still it isn’t 
R. & R. plum pudding made from 
the old recipe. Ihe proof of R. 
& R. is in opening the can. 
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It may occur that all this would 
be pretty fine stuff to tell the 
public in advertising. Richardson 
& Robbins did not think so until 
a year ago, however. 

But before the holiday season 
of 1905 the old house was per- 
suaded to make an appropriation 
for a newspaper campaign on 
plum pudding, and the Arnold & 


it 
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HE most delicious dessert —genuine 
English Plum Pudding. Ready to 
* serve (one, two, three and four pound 
sanitary tins) just steam hot, open with a key, 
turn out ona warm plate and pour on the sauce. 
The steaming, savory climax of a good 
dinner; famous in song and story along with the 
boar’s head and the good roast beef of Old 
England. 
You've never hed Phun Pudding till you've had am right Pu up eachie 


tively by Richardson & Robbins (ask anybody from Delaware), You grocer 
hasit or can get. Look for she label—R & R 


the Old EinglishReceipt 


RICHARDSON & ROBBINS, DOVER, DELAWARE 





Dyer agency, Philadelphia, under- 
took to increase sales in certain 
territory throughout the East. 
where the concern already had 
distribution. This experimental 
campaign demonstrated that de- 
mand could be greatly increased 
and people persuaded to add R. & 
R. as a dessert—in fact, made the 
foint so plain that for the present 
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winter Richardson & Robbins have 
quadrupled their appropriation. 

The present campaign shows 
plum pudding advertising at its 
highest state of development. The 
copy—all in newspapers, because 
the magazines scatter too widely 
for the house’s sales organization 
—is eleven-inch two-column stuff, 
worked up with Old English text 
letter and Old English scenes. 
These pictures are very interest- 
ing. ‘lhey were made in color 
by Guernsey Moore, the well- 
known poster and cover artist, 
and serve a double purpose. The 
small black and white reproduc- 
tions for the newspaper ads give 
only an inkling of their beauty, 
and to properly put the originals 
before the public, large color 
prints were made for display in 
grocery stores where the goods 
are in stock. 

“That copy is too dignified, too 
‘classy,’” objected some when 
they first saw the originals, “If 
you are going to extend the sales 
of this article beyond the small 
public that already buys it, you 
need the popular appeal.” 

But the agency held that there 
is no such thing as a popular ap- 
peal. When Mrs. Casey, the 
washerwoman, wants something 
nice to put on her table for 
guests, she isn’t going to buy an 
article that is advertised for 
washerwomen, but will get the 
same sort of dessert that is bought 
by the people she washes for, The 
washerwoman appeal in advertis- 
ing is a mistaken one. People 
like to be talked up to—not down 
at. With plasterers getting $6.50 
a day, the so-called popular ap- 
peal, or talking down to the intel- 
ligence and pocketbook of the 
laboring man and woman, rather 
loses its force. If a laboring man 
walked into a drawing room the 
well-to-do people there would try 
to put him at his ease. but they 
certainly wouldn’t address him 
as “Say, Bill.” The popular appeal 
in advertising has consisted very 
much of this “Say, Bill, take a 
Cascaret” tone. In advertising R. 
& R. plum pudding the Arnold & 
Dyer agency started out with the 
proposition that it was time to 





talk up to the public, and the sales 
of the stuff have proved this a 
sound proposition. 

Another interesting thing was 
the way in which retail grocers 
everywhere got behind this cam- 
paign. Of course, R. & R. are 
staple. Every retailer knows 
them, at least in their own retail 
country, and most of the shops 
have the goods on hand all the 
time. But the character in this 
advertising made the _ grocers 
anxious to identify themselves 
with Richardson & Robbins. Here 
was a fine, dignitied line of pub- 
licity appearing in their local 
newspapers, and they trimmed 
windows and put up the cards as 
quickly as possible so that their 
public would see that they were 
part of it. The window cards 
have been especially effective be- 
cause they are dignified and have 
poster character. For years the 
grocer has been deluged with 
cards, signs, framed pictures, 
transparencies and three-sheets of 
the manufacturers’ designing. His 
store has looked like an old barn, 
There has been no taste anywhere, 
nor any effective use of color. 
The artist has been hundreds of 
miles away from the grand work 
of turning out this advertising 
junk. He has never been a parti- 
ceps criminis. A certain type of 
stolid German lithographer has 
been responsible for all of it, and 
the manufacturer’s idea has been 
to make it either dull for a grocery 
store or lascivious for a saloon or 
tobacco shop. The grocer long 
ago began to get a little sense, 
and threw out half of the truck 
sent him in cases. Then he threw 
out three-quarters, and to-day in 
some cases he is throwing it all 
away and trying to make his store 
an agreeable place to step into. 
Only a few of the manufacturers 
have helped him with good cards 
and signs. This R. & R. stuff has 
gone further along the lines of 
good design than anything that 
has been put out in the grocery 
trade since the trade began, and 
the grocers have not only re- 
sponded by putting the cards up, 
but by asking for more and com- 
ing in to see the original drawings. 
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THE ADVERTISING MANA- 
GER. 


“Advertising manager” is a 
term now as familiar to every- 
body as “press agent” or “stage 
director.” Thousanc. who use 
it, however, may not uow just 
what an advertising manager is, 
or just what he manages. It is 
widely assumed that he writes 
somebody's advertisements—as he 
usually does. But other duties 
belong to his high station, and he 
holds several different relations 
to a good many different sorts 
of business. Before a man de- 
cided to become an advertising 
manager, or recommended the 
calling to his son, it would Be 
wise to ascertain first exactly 
what kind of advertising manager 
he wanted himself or his son to 
be. 

First glance at his origin: 

The advertising agent and so- 
licitor, the advertisement writer 
and artist, are chiefly concerned 
with the sa: of advertising space, 
or with filling it. They originate 
and have their existence in the 
selling end of the advertising in- 
dustry—graduate from _ publish- 
ing, editing, reporting or illus- 
trating. 

An advertising manager, on 
the other hand, originates in the 
buying end, and works there, and 
is another self to the advertiser. 
The latter owns a business. He 
begins to advertise it in a small 
way, perhaps. But he_ hasn't 
gone far before he finds that, 
though a good advertising agency 
is giving him service outside, a 
great many details begin to ac- 
cumulate in his own establishment 
in connection with the alvertis- 
ing—correspondence to answer, 
form letters to prepare and mail, 
space to be selected, printing to 
be supervised, policies to be de- 
termined. Soon a separate ad- 
vertising department has to be 
organized in the business, and a 
man put in charge of it. 

This last is the advertising mana- 
ger. Sometimes he is promoted 
from inside, sometimes engaged 
from outside. Sometimes he knows 
a great deal about advertising, 
sometimes little. But in all 


events he must be familiar with 
the merchandising problems of 
that particular business, its goods, 
prices, clientele, competition, per- 
sonnel, policy. An advertising 
agent or solicitor view advertis- 
ing broadly, nationally, observing 
many campaigns, gathering varied 
data, applying the printed word 
to many enterprises. But the 
typical advertising manager is 
centered on the affairs of a single 
business house, and is to its pub- 
licity that very useful creature 
described by our beautiful term 
*Johnny-on-the-spot.” 

His duties, salary and oppor- 
tunities vary accordingly as he is 
advertising manager for: 

1—A retail business, depart- 
ment store, a bank or any other 
concern that caters direct to the 
public; 

2—A manufacturing house that 
sells to the public; 

3—A_ distributing house that 
sells to the public by mail; 

4—A manufacturing house that 
sells only to the trade; 

5—A manufacturing or supply 
house that sells machinery, etc., 
to other manufacturers, 

The functions of the advertis- 
ing manager for a retail house 
are pretty thoroughly summar- 
ized in him who directs the pub- 
licity of a department store, for 
the work of advertising a smaller 
business, or of creating new de- 
posits for a bank, are very much 
the same in principle. 

The department store advertis- 
ing manager is the hardest work- 
ed of all his species, while of late 
years his responsibilities have 
become so great that he is now 
sometimes a partner in the busi- 
ness, or shares in its profits. 
Newspaper men regard as a phe- 
nomenon the writer who can turn 
out his column of stuff daily. The 
advertising manager of a modern 
department store often turns out 
twenty to thirty columns weekly— 
items of store news that must 
be verified and watched to pre- 
vent errors. He is in touch with 
the buyers in fifty departments, 
and must take the responsibility 
of choosing among their too- 
abundant offerings. The cloak 
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buyer believes there is still time 
to pull off a big spring sale of 
winter garments. ‘Lhe advertis- 
ing manager ponders and decides 
that a full-page announcement of 
shirt waists will be better. The 
cloak buyer is his enemy until 
next autumn, the shirt waist buy- 
er his friend. He writes the ad- 
vertisement. It is thrilling. 
Everybody except the cloak buyer 
endorses it in the proof, every- 
thing is ripe for a coup, all pre- 
pare for big business, when lo! 
next day it rains, and the store 
up street that advertised crav- 
enettes draws the shoppers. 

He supervises artists and print- 
ers, prepares booklets and foid- 


ers, plans window displays, and 
has a force of “shoppers” who 
are really spies that go about 


daily to rival stores and purchase 
advertised offerings, note the 
state of trade in each department 
and report so that he can shape 
his own policy. In an announce- 
ment for the book department he 
can be a bibliophile and a savant. 
In writing of Oriental rug bar- 
gains he can wield names of 
Turkish provinces like a war cor- 
respondent in the Balkans. He 
knows men’s fashions, and wom- 
en’s. and can write thereon like 
a dandy. Or when it is necessary 
to thrill the heart of the mob, he 
can smite the lyre thus: 

No halt in values—ever coming—ever go- 
ing! Like a mighty torrent, swelied by a 
thousand brooks, the irresistible stream of 
merchandise pours into our huge building 
from many sources for rapid distribution. 
The output of mills and factories—products 
of countless looms—work of a million hands 
—a vast array of the new and desirable com- 
bining to make a steady stream that keeps 
our stocks right up to the minute in every- 
thing for seasonable use and wear. 

But the burden of his work al- 
ways is, not writing, but detail. 
He must get together mailing 
forces of girls, and hunt for just 
the red-haired forelady that can 
keep it going. He must com- 
pile mailing lists, and keep track 
of thousands of charge customers, 
prospects and strangers through 
the mails. Advertising solicitors 
call on him. He must separate 
good from bad. He has money 


to spend, and finds all sorts of 
political pulls being brought to 
bear to influence him—the solici- 
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tor he turned down this morning 
comes back from the president’s 
club this afternoon with an order 
that takes the proposition over 
the advertising man’s head, and 
he has to put up a fight to keep 
the house out of a losing medium, 
Writing he frequently does on the 
train going home. His day is 
given up to organizing channels 
to carry off the tide of detail, de- 
tail, detail that is ever crowding 
in upon him “like a mighty tor- 
rent swelled by a_ thousand 
brooks.” 

The advertising manager of a 
manufacturing house selling di- 
rect to the public also gets as 
much work as he wants to do. 
His functions are a little differ- 
ent, however. His advertising 
probably goes into magazines, to 
spur the consumer to write in to 
the home office for information 
about such a device as a piano- 
player. The advertising manager 
sends information—lots of it. He 
also sends the inquirer’s name to 
the nearest agent the house has 
in the inquirer’s territory. His 
trick is to advertise in such ways 
that names will be good, and the 
local agent turn a good propor- 
tion of these inquiries into sales. 
He also keeps a campaign going 
to interest the agents and dealers 
—form letters, folders, etc. 

The advertising manager of a 
mail-order house, selling mer- 
chandise through a catalogue, 
may use few periodicals. But he 
is busy getting out catalogues—the 
big one of a thousand pages, list- 
ing everything, and dozens of 
others devoted to a single line, like 
stoves, cottage organs and shoes. 
His mailing lists run into mil- 
lions of names, and he virtually 
has his office in a printing-house, 
with an engraving annex. One 
such concern in Chicago, for in- 
stance, scads out five million gen- 
eral catalogues a year, with no- 
body knows how many _ smaller 
ones in million lots. Its postage 
bill-alone is over $5,000 a day. 

The advertising manager of a 
manufacturing house that sells to 
the trade alone works on the con- 
suming public, creating demand 
and sending it into retail stores. 
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Sometimes he cover the entire 
country, when goods are so wide- 
ly distributed that anybody any- 
where is in reach of a store that 
carries them. Again, only a por- 
tion of the country is covered by 
distribution, and such sections are 
taken up for local exploitation. 
Often his operations dovetail with 
those of the promotion depart- 
ment and its drummers, the ad- 
vertising manager entering a new 
city or State with them, and giv- 
ing a backing of publicity. 

The advertising manager of a 
house selling machinery or sup- 
plies to other manufacturers is 
often an engineer or_ technical 
expert. .His “public” may com- 
prise only a few hundred contrac- 
tors that use rock drills, or a few 
thousand architects who ought to 
be interested in concrete con- 
struction. Reach them how he 
may, he must always speak their 
technical language. 

Ten years ago the advertising 
of a good-sized business, retail 
or manufacturing, was often at- 
tended to in its entirety by an 
advertising agent outside—some- 
times in another city. But as pub- 
licity and distribution come 
closer together, the advertising 
manager on the spot becomes 


more indispensable. He is the 
business organization’s speaking 
voice. 


“Organization” is a word light- 
ly bandied about nowadays. Few 
persons realize what it means, at 
its best, in the way of business, 
thoroughness, economy and veloc- 
ity. A department store properly 
organized turns its clerks from 
the fur department into the shirt 

waist department for a week’s 
sale, where the furrier has to 
keep most of his idle. It expands 
and contracts departments to util- 
ize floor space with the changing 
seasons. What would be dead 
expense in a specialty house, is 
thus charged to a live department. 
A shoe factory selling its prod- 
uct through its own chain of 
stores over the country has a sys- 
tem of daily telegraphic reports 
that informs the factory every 
morning just how many pairs of 
each style and size are in each 
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store, and what is selling best. 
A mail-order cigar house deals 
with each of 100,000 patrons by 
personal letter, and each custom- 
er feels that his peculiarities are 
being consulted. 

The advertising manager lives 
in the heart of such organization. 
He grows with it, and plans as 
it grows. If he lost touch a 
week, he would probably write 
and advertise wide of the mark. 

It is somewhat astonishing to 
observe nowadays to what extent 
great business houses take the 
public into their pians. Standard 
Oil is the old-fashioned type of 
corporation in its policy of divi- 
dend and silence—or was until 
very lately. But the newer in- 
dustrial corporations that have 
effected saving in production by 
consolidations, add a department 
of scientific research at one end 
and a publicity bureau at the 
other. Advertising with them 
means not only exploitation of 
goods, but publication in display 
announcements of new tenden- 
cies, policies and developments. 
A new machine is to be put on 
the market. The directors meet 
and take a half day to select a 
trade name for it, and another 
h lf day to decide what shall be 
said in a statement to the public. 
It is easy for a business house to 
make an ass of itself in print. So 
these announcements are fre- 
quently outlined as carefully as a 
course of foreign diplomacy. 
Our public, however, seems to be 
perennially interested in them. 
We may be at fault, as a nation, 
on a question of art or ethics, but 
we do, as a nation, understand 
inventions, processes and business 
progress. The American man in 
the street likes to read informa- 
tion as to how things are made 
and marketed, and takes a neigh- 
borly interest in the affairs of 
prominent business concerns. So 
the advertising manager, the voice 
of a business, is becoming every 
year more important, better paid, 
more skillful and inventive. 

A large part of his equipment 
is judgment and tact. The public 
takes not only keen interest in the 
printed utterances of a business 











house, but often takes sides. The 
most harmless-looking, obscure 
newspaper article, printed where 
a few thousand readers can see it, 
is certain to bring in a protest or 
two. Display advertising, too, 
sometimes wakes up _ sleeping 
dogs. 

Some years ago the advertis- 
ing manager of a large bakery 
got out a new series of street-car 
cards with jingles in Irish dia- 
lect, and a character who was 
meant to be mildly humorous, 
named Patrick O'Day, put before 
the public as a hard-working man 
whose labor was lightened by 
eating Blank’s bread. The first 
card was out less than a week 
when there came a protest from 
an Irish society, demanding that 
this foul caricature of the Irish 
race be withdrawn. The adver- 
tising man kept it going, though, 
and followed with a second and 
a third. Several Irish-American 
papers then took up the matter, 
and denounced him, and by the 
time the fifth card had appeared 
all the Irish societies in town 
held a mass meeting and passed 
resolutions. 

A committee was semi (> wait 
on the baker. Then the adver- 
tising manager, seeing that the 
thing had gone far enough, back- 
ed down gracefully and not only 
promised that the series should 
cease, but offered his space in a 
thousand street cars free to the 
Irish societies to advertise a ball 
they were about to give. The com- 
mittee went back, reported and 
the mass meeting passed a resolu- 
tion endorsing Blank, his bread, 
his methods, his intelligence, 
standing as a gentleman, and dis- 
interested efforts on behalf of the 
community. Then the advertis- 
ing manager prepared a similar 
series with a comic German hero, 
to rouse the Teutons to as good 
purpose. But twelve car cards 
ran three months without a nibble. 
Not a single German discovered 
that his race was being cari- 
catured. 

“Woman in advertising” is one 
of the stock -topics of Sunday 
editors. The editorial mind starts 
with the proposition that women 
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read advertisements more than 
men, and winds up with the con- 
clusion that women ought to 
write them. In some ways this 
is an excellent conclusion. One 
of the largest stores in New York 
City has a woman writer in its 
advertising department to handle 
all items of store news relating to 
women’s wear. Other stores in 
New York, Philadelphia and else- 
where have installed women to 
write advertising and manage all 
other details as well. Women 
have become successful advertis- 
ing agents, publishers, special 
representatives for publications 
and even solicitors, and in some 
cases have developed ability at 
writing advertising for things that 
would seem to belong entirely in 
man’s province, such as men’s 
clothing, electrical supplies and 
industrial railways. The journals 
devoted to advertising are always 
glad to give publicity to women 
workers in this industry. Yet, 
despite women’s apparent apti- 
tude for advertising, the number 
who hold executive positions is 
not large. Hundreds of bright 
women are employed in advertis- 
ing agencies, publishers’ offices 
and as assistants to advertising 
managers. Their opportunites to 
learn both the theory and practice 
of advertising are exceptional. 
But few rise to responsible posts. 
Just why this should be so is not 
clear. Perhaps the career of the 
“business woman” in all lines is 
brief, and leads to the same end 
—matrimony, 


ADVOCATES PRIVATE POSTAGE 
STAMPS. 


Anything in the envelope that arrives 
with a one-cent stamp is_ suspected. 
You feel intuitively that it is graft. 
Smart merchants nowadays send their 
circulars in sealed envelopes at letter 
rates, but this little deception is so 
thin that it catches no flies. An easy 
way to increase the postal revenues 
is to issue stamps bearing the names of 
the users. Anybody would be will- 
ing to pay a premium of five or ten per 
cent for such a privilege. It would be 
an excellent advertisement. The 
Treasury prints bank notes for finan- 
cial institutions; why not print stamps 
for all the world? Reduce the postal 
rates to one cent an ounce, first class, 
and charge $1.10 for 1oo stamps, with 
your name thereon.—New York Press. 
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TOO FEARFUL TO CONTEM- 
PLATE. 


BioominecTon, Ill., Nov. 30, 1906. 
Editor of PRINTERS’ INK: 

What would be the consequence if a 
publisher of a paper made a false state- 
ment to Rowell’s American Newspaper 
Directory as to the number of sub- 
scribers? Very respectfully, 

Jj. 8. C.. Diz, 
Grand Secretary Most Worshipful 
Grand Lodge of Ancient Free and 
Accepted Masons of the State of 
Illinois. 








THE “CAPITAL” STANDS 
SUPREME. 

ToreKA, Kansas, Dec. 5, 1906. 
Editor of PRINTERS’ INK: 

The advertising summary for the 
week ending December 1, 1906, tells a 
story that will interest live®advertisers: 

Capi- Jour- Her- 
tal. nal, ald. 
Inches Local Display, 2580 2095 1019 
Total Local Advg., 3745 2619 1297 
Total Advertising, 4968 3532 2232 

The Capital stands supreme in the 
local advertising field, because as a 
“result getter’? it has no equal. 

Very truly yours, 
ArTHUR CAPPER, Publisher. 


> 





EVERY ISSUE HELPFUL. 

SPRINGFIELD, Mass., Nov. 24, 1906. 
Editor of PRINTERS’ INK: 

We have had the Little Schoolmaster 
for the past five or six months and can 
truthfully say it has been of great help 
to us in the advertising department of 
our business, and we would not think 
of dropping the magazine. The sugges- 
tions made by the editor of the Ready 
Made Department are helpful and we 
have written him our thanks for his 
attention. 

Kindly notify us ahead before our 
subscription to PRINTERS’ INK expires, 
as we do not wish to miss a single 
number. Very truly yours, 

: Wyckorr & Luoyp Co., 
H. W. Lloyd, Treasurer. 
———__-+ - > 

NO COMMISSIONS ALLOWED. 

We allow no commission to adver- 
tising agents. The rates we quote are 
for space only, not for special service. 
Very many of our advertisers are em- 
ploying special service for which they 
are paying—to whomever they employ. 

Our policy is this: We cover the 
entire jewelry trade; we cultivate a 
spirit of advertising among jewelers: 
we advise all our advertisers to secure 
special service and recommend them to 
advertising agents and writers, as we 
conduct no such department ourselves; 
we believe that if an advertiser gets 
special service he should pay specially 
for it, and when an advertiser obtains 
through an agency such service for 
nothing he receives an advantage which 
other advertisers do not enjoy.—Jhe 
Jewelers’ Circular, New York. 





COMIC SUPPLEMENTS oO. K. 
PHILADELPHIA, Dec. 1, 1906. 
Editor of PRINTERS’ INK: 

There appeared in the morning pa- 
pers of last Wednesday, an Associated 
Press dispatch from Washington which 
stated, that “Mr. Atkinson attacked 
the practice of the Postoffice Depart- 
ment in permitting comic supplements 
of the newspaper to go second-class.” 

I wish to say that this is an incorrect 
statement. Mr. Atkinson said nothing 
of the kind. He referred in his brief, 
presented to the Postal Commission, 
to the comic supplements of Sunday 
newspapers, but expressly declared that 
he would not exclude them from the 
mails, 

He is not in favor of any kind of 
press censorship. He desires all de- 
cent newspapers to have equal privi- 
leges in the mails, 

Will Printers’ Ink kindly give place 
to this correction, and oblige, 

Respectfully yours, 
WILMER ATKINSON, 


From a Spokane bank officer we 
heave a copy of the most peculiar bank 
advertisement we have ever seen. It has 
the picture of a horse, and states that 
the horse, with saddle and bridle, is 
to be given as a premium to “any boy 
or girl under the age of 18 depositing 
the largest sum of money in our savings 
department during the month beginning 
Monday, August 27, and ending at 8 
p. m. Saturday, September 29.”—Profit- 
able Advertising. 

—- +o 


GOOD TOWN TO CIRCULARIZE. 
The Evanston postoffice force was 
swamped yesterday with mail. The 
regular schedule of three deliveries 
was abandoned and only two trips 
were made. The rush was explained by 
the postmaster as due to the monthly 
bills sent by the stores of Chicago to 
Evanston residents who have charge 
accounts.—Chicago Record-Herald. 
——_¢>-— 
PILL COUNTERFEITER' FINED. 
John Henry Hemprall of Chester- 
field, England, was lately confronted 
with the choice of paying a fine of $50 
and costs or going to jail .for two 
months because he sold an imitation 
of Beecham’s Pills. The manager of 
the Beecham concern was the principal 
witness against him.—Fourth Estate. 


> 

















A CORRESPONDENT sends this recent 


announcement of the subject of a ser- * 


mon from the notice boards near Man- 
chester: 
Sunday, October —. 
Disagreeable Christians. 
All are heartily invited. 
—Manchester Guardian, 
iis saga cia 
Wriittam R. Hearst is the only can- 
didate who ever succeeded in selling his 
campaign literature.—Syracuse Herald. 
—__+o>—__—_> 
THERE are more men who have 
missed opportunities than there are who 
have lacked them.—Junior Everybody’s, 
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meds ADS LEFT OUT OF 
RENCH PAPERS. 

All Me, French daily newspapers ar- 
riving at this pert just now have large 
vacant spaces in their advertising col- 
umns. Special editions are being 
printed for the American mails and the 
staring white gaps are places where ad- 
vertisements have been lifted out to 
comply with the American postal laws. 

The city of Paris is at present ad- 
vertising an issue of bonds whch have 
a loitery feature. The New York 
postal authorities detected two or 
three weeks ago the presence of the ad- 
vertisements in the papers coming to 
the New York importers of foreign 
periodicals, They forthwith confiscatec 
not only the offending papers but all 
books and pericdicals in the same bun- 
dles with them. 

As soon as the dealers here got on 
to the situation they sent hurry orders 
to France to stop the papers until the 


advertisements ceased to appear. The 
enterprising publishers, however, solved 
the difficulty by printing the special 


editions without the advertisements.— 
New York Sun, 
——e 


You’ can buy bubble circulation 
cheaper, but you'll get cheap results. 
Real circulation costs money but it 
does pay.—Exchange. 


PRINTERS’ INK, 


“Her to Secure an Advertisin Position”— 
A helpful pamphlet of ormation, 

eo ewe and advice that will assist you a 
marketing your services. Price 10 cents. R. V 
BIXBY, 1411 Main St., Buffalo, N. Y. (Not - 
nected with any employment’ agency or “posi- 
tion brokers.”’) 


S°Lseraaes '—Printing Company in the 
wants superintendent for 

printing plant comets of. of i —) charge of com- 
posing room, press bindery. Appli- 
cant must be vrietly ‘hi iene rade man, as this 
house produces only the finest work. Should 
pare both artistic and executive opsitty. Will 
et about 70 to 100 men under Gelary, 

$1,800-$2,000. HAPGOODS, 305 Broadway, N z. 


ANTED—Clerks and others with common 
school educations only, who wish to qual- 
ity forready positions at $20 a week and over, to 
write for free copy of my new prospectus and 
endorsements from leading concerns every- 
where, One graduate filis $8,000 place, another 
$5,000, and _any number earn $1,500, The best 
clothing adwriter in New York’ owes his suc- 
cess within a few months to my teachings. De- 
mand exceeds supply. 
GEORGE H. POWELL Advertising and Ruat- 
ness Expert. 143 Metropolitan Annex, New York. 


YOUNG MEN AND WOMEN 

of ability who seek positions as adwriters 
and ad managers should use the ciassified col- 
umns of PRINTERS’ INK, the business journal for 
aavertisers, published weekly at 10 Spruce St., 
New York. ‘Such advertisements will be inserted 
at 20 cents per line, six wordsto the line. VRINT- 
ERs’ INK is the best school for advertisers, and it 
reaches every week more employing aavertisers 
than any other publication in the United States. 

——————— 


PHOTO-ENGRAVING. 
HOTO-ENGRAVERS, Me ilar 





price list and 
NDARD EN- 








Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (200 lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount may be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly in ERTEDR. Ifa specified position is 
demanded foran advertisement, and granted 
double price will be charged, 


WANTS. 


Wi ANzED_ Sample copies and classified adv. 
rates ay and weekly newspapers (city and 
country). ITE CARD CO. “Jersey City, N. J. 


OUNG MEN-Learn Show Card Lettering 
and Designing; it’s a money-maker; sam- 
ples free. THOMPSON SCHOOL, Pontiac, Mich. 


BE circulation of the New York World, 

morning edition, exceeds that of any other 

morning newspaper in America by more than 
100.000 copies per day. 


Nicol SPAPER POSITIONS open for advertising 
solicitors M3 agg St teat gitar Str: —_ 


ition r_ Booklet 
FE FERNALDS 3 NEW SPAPER. MEN'S EXCHANGE 
(estab. 1898), Springfield, Mass. 


RE YOU LOOKING for a high-class editorial 
writer of wide experience and ability to 
make your readers “sit up and take notice?’ If 
so, can deliver the goods, and will be glad to 
furnish all information upon application. “C, 
X.,” Printers’ Ink. 


6e ADVERTISERS’ MAGAZINE”—THE WEsT- 
ERN MONTHLY should be read by every 
advertiser and mail-order dealer. Best ‘* School 
of Advertising” in existence. Trial maeors tion 
ten cents. Sample copy free. THE STERN 
MONTHLY, 815 Grand Ave. Kansas City, Mo. 


UBSCRIPTION solicitors to canvass salesand 
advertising managers of machinery, and 
supply houses on exceptionally liberal commis- 
sion basis. Only ponuce tons in its field; best ter- 
ritories not yet covered. State age, experience 
and acquaintance in_ these lines. SELLING 
— NE, Postal Telegraph Building. New 
ork. 


sent on equest. 
GRAVING, CO., New York. 


PATENTS. 


paemsPATENTS that PROTECT 
Our 8 books for Inventors mailed on 1eceipt 
of 6 cts. stamps. R. 8. & A. B. LACE 
Washington. P.O. Estab. 1869. 














DIRECTORY OF NOVELTY MANU- 


FACTURERS, 


GENTS wanted to sell ad_ novelties, 25% com. 
3 samples, 10c. J.C. KENYON. Owego,N.Y. 


ELLULOID and Metal Buttons, Advertising 

Novelties, Badges, largest assortment, lowest 

racy ey ha JAMIS HENDERSON, Room 
804—150 Nassau St., N. Y. Phone 4853, Beekman. 


RITE forsamole and price new combination 

Kitchen Hook and Bill File. Keeps your ad 
before the bousewife and business man. THE 
WHITEHEAD & HOAG CO., Newark, N. J. 
Branches in all large cities. 


OR live advertising novelties, specialties, 
business souvenirs, calendars, signs. read 
THE NOVELTY NEWS, official organ of the mapu- 
facturers. Full of suggestions. Ilustrated. 
ayear. 173-4 Washington St , Chicago. 





WE want to know every Advertising 
Manager in the United cee and we 
want every Advertising Manager to know 
us. We make METAL NOVELTIES for ad- 
vertisers. You want us; we want you. Drop 
us aline on the letter head of yourCompany 
and we will send you a handsome souvenir. 
D, CHILDS & COMPANY, 
Who Make ART NOVELTIES for Advertisers, 
200 Clark Street, 
CHICAGO. 











—_ o> —__——_ 
PRINTERS. 
RINTERS. Write R. CARLETON, Omaha, 
Nev., for copyright loag lodge cut catalogue. 


Ww print catalogues, book booklets. circulars, adv. 
matter—all kinds. Write for prices. THE 
BLAIR PTG. Cvu., 514 Main St.. Cincinnati, O. 




















COIN CARDS. 
$ PER 1 Less for more; any printing. 
THE GOIN WRAPPER Co., Detroit, Mic 
—__ +> 
ADDRESSES FOR SALE. 


2 000 NAMES 1906 house canvass, 50c. 
+) 


Guy Richardson, Boston, 
PUBLISHING a OPPORTUNI- 





CLASS JOURNAL, 
Paid circulation 20,000 of 36,000 possibles, 
Grogs business $18,000, net Come se obo. 
Text matter mostly contributed f 
Advertising has never been pushed. 
But undoubtedly would respond readily. 
Washington is good place to publish this. 
Price $17,000. Terms to responsible parties. 
EMERSON P. HARRIS, Broker in Publishing 
Property, 253 Broadway, New York. 
(oaeiccancataiintaianstliadaealins 


ADVERTISING MEDIA, 


; iw RECORD is the Woman’s Home Companion 

of Troy and Central Miami County, Ohio, 
Only daily. Low-class medical, lost manhood, 
monthly regulator, fake financial, liquor, etc., 
advertising barred. _ Send fo. for sample copy. 


—Mr, Manufacturer and Jobber— 
do you know that the West is now 
enjoying a prosperity beyond any- 
thing ever before known? Pros- 
perity everywhere, and the busy 
buying merchant is better reached 
in the weekly MANUFACTURER 
AND JOBBER, Kansas City. Ad- 
vertisement rates on request. 














——_+or— 
ADWRITING. 
OR GOOD HOLIDAY ADs, write me. 
GRANDFIKLD, Fall River, Mass. 
++ 
PAPER, 
B BASSETT & SUTPHIN, 
45 Beekman St.. New York “Ct ty 
Coated paversa speciaity. Diamond B ‘Perfect. 
Write for hign-graae catalogues. 


R. E. 


—_+o>—__—_. 
ADDRESSING MACHINES AND FAC- 
SIMILE TYPEWRITERS. 


UTO-ADDRESSER—An office machine that 
saves 90 r cent. Besides selling the 
scene mee, SER,” we make an IMITATION 
TYPEWRITTEN LETTER and fill in the address 
so that it cannot be distinguished from the real. 
vs. do wrapping, folding, sealing, mailing, ete, 
Ask us. 
AUTO-ADDRESSER, 310 Broadway, N. Y. 


—__+>>——__—- 
MAILING MACHINES. 


THE DICK MATCHLESS aoe LD ict lightest and 
quickest. Price $12. J. NTINE, 
Mfr., 178 Vermont St., iittalo N x 
——_+o+ 
HALF-TONES. 


ERFECT copper hait-tones, |-col.. $1; larger 
10c. per in. THE YOUNGSTOWN ARC EN- 
GRAVING CO., Youngstown. Ohio. 


NF EWSPAPER HALF- Ne 
2x3, 75c.; 3x4, SL; 4x5, $1.6 
Delivered v when canny eedeee the order. 


KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 


ALF-TONE or line productions. 10 square 
inches or smaller, delivered prepaid, 75c.; 

6 or more, 50c. each, Cash with order. | All 
newsvaper screens. Service day and nigbt. 
—— mas circulars. Keferences furnished, 
r ee engraver. P. O. Box 815 

Philade phia, I as 


sionesiniaianee 
COIN MAILER 


60 PER 1,000. For 6 coins $3. Any printing. 
e ACMECOIN CARRIER CO., Burlington, [a. 





$2 
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SUPPLIES. 


: W D. WILSON PRINTING INK oo. Limited, 
¥ « of 17Spruce 8t., New York, sell more ma z- 
azine cut ioks than any other ink house in the 


rade. 
Special prices to cash buyers. 


P= for shipping labels, . eins wrappers 
trunk linings, cigar box labels and all 
other purposes. Bernard’s Cold Water Paste is 
positively best. Virginia-Carolina Chemica! Co. 
use it exclusively in 16 factories. Sample free. 
CBRAS. BERNARD. Tribune Building, Chicago. 





FOR 34 LE. 


EMI-WEFKLY country p paper, showing net 
earnings of nearly 30 = cent on sale price, 
forsale. “EX.,’’ Printers’ Ink 


pert SALE—Compiete newspaper and job plant 

in excellent apr g publishing daily 1.600 

pts coy Somme 500, in growing oy of 12 ane 
2.500 and $3,000 o' 

pe pM and steadily increasing; 5 

spend ge yg eo For particulars, price 

and terms, write C. A. MCCOY, Lake Charlies, La. 


polatinotemand = <table 
CARD INDEX SUPPLIES. 


GF prices on Stock Cards and Special Forms 
ma manufacturers. Curds furnished for 
all makes of cabinets. Special discounts to 


Printing Trade. 
STANDARD INDEX CARD COMPANY, 
707-709 Arch St., Philadelphia, Pa. 
a te 





usiness 


PREMIUMS. 


TPHOUSANDS of ive p 

for publishers and others — the foremost 
makers and wholesale dealers in jewelry an 
kindred lines. 500-page list price illustrated 
catalogue. (©@) Greatest book of its kind. 
M4 aed een 35th issue now y; free, 
MYERS CO., 47w. and 49 Maiden Lane, N. Y. 


Stahl 





a 
ADVERTISEMENT CONSTRUCTORS. 


DVERTISEMENTS written, designed and 
placed anywhere. sree literature 
written, designed and printed. Advertising and 
follow-up systems a specialty, Writeme. F. L. 
KLINE, «llicott Square, Bu ‘alo, eas 
T= « advertising things I build are expressly 
designed to Win a second glance from the 
busiest man they reach. The second glance of a 
keen business man is well worth working for, 
and the keener he is the greater is the value of 
that second glance. 

z — Circulars, Folders, Price-Lists, Cata- 
lo; , Trade Primers, Circular ters, An- 
TORTS eAGH: ee Cards, Booklets, Notices, 
Newspaper. !’eriouical and Trade Journal Adver- 
tisements, wap ae — of these with ‘“peculi- 
arities” of thei 
No. 74. FRANCIS |. "MAULE, 402 Sansom 8t.,Phila. 

——_+>__—_ 
ADVERTISING AGENCIES. 


A. O’GORMAN AGENCY. 1 Madison Ave. 
e N.Y. Medical journal advtg. exclusively. 


"MVHE IRELAND ADVERTISING AGENCY 
Write for ’ Different Kind Advertising Service. 
925 ¢ t Street, P 
i LBERT FRANK & CU., 25 Broad Street. N. Y. 
General Advertising Agents. Established 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof all kinds placed in every part of the world. 
BOOKLETS, 
NE THOUSAND ger PAGE AND COVER 
Address or me AGNES Press, 1265 Broad- 
way, New York. 
—_+>>—__——_ 
POSTAGE STAMPS. 
OFF, ungummed, unused, U.S.;c.0.d. OR- 
SER, Buyer, 2404 Milwaukee Ave., Chicago 
—_+>>—__—_ 
CATCH PHRASES. 
150 Catch Phrases that make your ads at- 


tractive—that “pull’’—that convince. You 
need them, Cost ARLI NGTON 
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$ 


ui! 
HOUCK, 125 Front St., New York city. 
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A New 
Advertising Medium 


Circulation Guaranteed by the Advertiser 


It is quite evident that there 
are many who are looking fora 
new medium to advertise in, for 
judging from the many requests 
we have received for information 
concerning the proposition, and 
the fact that we have orders 
already on hand for 110,000 
copies, it looks like we are going 
to be kept busy filling orders. 

Therefore, if you have given 
our previous advertisement any 
thought at all, we would advise 
you to communicate with us at 
once and be among the first to get 
the benefits that must surely fol- 
low the use of sheet music as an 
advertising medium. 


DE LUXE MUSIC CO., 
17 W. 28th St., N.Y. 





ROWELL’S 
American 
Newspaper 
Directory 


1906 Edition 





Price $10. Expressage Prepaid. 


The standard reference 
work upon newspaper 
and periodical statistics. 





The Printers’ Ink Pub. Co. 


10 SPRUCE ST., NEW YORK 

















Newspapers 
Worth 
Counting 


This book is compiled from 
information contained in 
the 1906 edition of Rowell’s 
American Newspaper Di- 
rectory. It gives all the 
information necessary con- 
cerning the number of 
copies printed by the news- 
papers and periodicals 
which are credited in the 
Directory with a regular 
issue in excess of one thou- 
sand copies. 


560 pages. Price $1. 
Postage paid, 
The Printers’ Ink Pub. Co. 
10 Spruce St., New York 











Increase Your Sales 
USE 


Silverware 


for Premiums 


SPECIAL QUALITIES, 
PATTERNS, PRICES. 








International SilverCo. 
Factory “C,’’ 
Bridgeport, Conn. 
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A YEARS FOR $4 


The subscription price of PrinTERS’ INK is $2 a year, 





but a four years’ paid-in-advance subscription can be had 
for $5, or four one-year subscriptions for four separate 
subscribers for the same sum, or twenty for $20. Some 
intelligent newspapers find it a good investment to sub- 
scribe for copies for their local advertisers. It teaches 
them how to make their advertising pay, and to become 


larger and better advertisers, 














The Reason Why! 


When the holiday season rolls around and you find your 
bank account low and very little money owing to you on 
your books, then your thinking cap is put on and you won- 
der how it happened. If you will look on your shelves 
you will probably find hundreds of dollars’ worth of dead 
stock, all of which you were induced to buy, simply because 
you were trusted thirty or sixty days on the bill. If you 
were buying for cash in advance, your natural inclination 
would be to order only what you actually needed. Send for my 
price list and compare it with what you were charged for 
being trusted a few days. Then figure the enormous rate 
of interest you were paying for this privilege, and the mys- 
tery of your small bank account will be solved. Start the 
new year right by making a resolution never to buy inks 
on credit, and when next Christmas is here your pockets 
will be bulging with money. 


ADDRESS 


PRINTERS INK JONSON 
17 Spruce St., New York 
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BY GEORGE ETHRIDGE, 


; READERS OF PRINTERS’ 


INK WILL RECEIVE, 


PRINTERS’ INK, 


COMMERCIAL ART CRITICISM 


33 UNION SQUARE.N.Y. 


FREE OF CHARGES 


"CRITICISM OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 





The Regal Shoe advertisement 


reproduced here occupied space 
measuring 11% inches _ across 


three columns in the newspapers. 
Of course the tremendous reduc- 
tion makes the advertisement il- 
legible, but its simplicity and 
great strength may be appreciated. 
It is shown here for purposes of 
comparison with the Brown Shoe 
Company advertisement, which 
occupied a space 414 inches by six 








‘runs sts Chrous strengtls 

Regal tanneries. were necessary ¢ 73 fwbes tnues were veryioned curratyy 
rand King Gall” 
TLS Saree sessed fr aed wed only in the Rew sige The ft and 





THE SHOE hugged Besieged 


© ABCA STORES—ae OF THE TROPOUIT: 





emitted. A comparison of the 
two methods of advertising ex- 
emplified by these two shoe ad- 








inches. Unless they are lost in 
the reproduction the reader will 
find in this remarkable advertise- 
ment flower gardens, palms, a 
fountain, trees, two views of the 
White House, a view of a foun- 
tain and lake in the White Lot, 
and portraits of all the presidents 
of the United States from George 
Washington to Theodore Roose- 
velt. For some unknown reason 
the families of the presidents are 








SOLD BY LEADING DEALERS 














vertisements is very interesting 
and seems to require no comment. 
* * * 


It is profitable for every con- 
structor of advertisements and 
every advertiser to study effects 
in designing and display and fol- 
low in the footsteps of those who 
achieve the best results. Some- 
times it is not clear just how an 
effect is produced, but that doesn’t 









Winter Cruises 


BETWEEN 


New York +o New Orleans 
SOUTHERN PACIFIC 


ER STEAMSHIPS 
Fast onan 4 PERB SERVICE~EXCELLENT CUISINE . 
EVERY WEDNESDAY FROM EACH PORT 
Asi pearest Ticket Agent for information concerning Combination 
‘eter and Raul Tours. 













Seaistane, Form, Mteaten, Astaene, Cottionatn 


es LOPE Bes orto "PIL ADIL PA 8 Chto BA 
ha matsagton See boston. 1s Waskiagwoe Se 
{TIMORE, satumore aad Hanover Six 
NEW ORLEANS, Magasine aod Neicher Sts 










similar methods are 
similar results will be 


matter—if 
followed 
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It would be hard to The result is a queer combination, 


achieved. 
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say just why this little advertise- or rather conglomeration, as these 


ment of the Southern 


Pacific elements simply won't mix, 


This 


Steamship Service is so strong, doesn’t look like an advertisement 


for it surely is a simple thing. 
In the magazine in which it ap- 
peared it was next to impossible 


to overlook it, or to get by it 
without stopping, while many 
more pretentious and elaborate 


efforts were passed with scarcely a 


glance. 
* * * 


This quarter page advertisement 
of Pond’s Extract is commend- 
able. The arrangement is good, 


OND 


The Standard 
for years 
POND’S EXTRACT should 
always be in the home, 
ready for every emer- 
gency. Indispensable for 
sprains, bruises, cuts, 
wounds, burns, scalds, ete, 
It gives immediate relief. 

Don't allow yourself to be 
imposed upon by weak, im- 
pure or poisonous prepara- 
tions of witch hazel, as 
substitutes " POND'S 
EXTRAC 

aired: booklet, “First 


tothe posed ik free 
HF you write Dept 8. 





























bay CORLISS & CO... evans, 
Madson Street, New Yor 

















the name is strongly displayed, 


and the little illustration is ef- 
fective without taking up too 
much room. Considered from 


all view-points this is a good ad- 
vertisement. 
* * * 


If the Maxwell-Briscoe Motor 
Company desires to experiment 
with three or four different styles 
of advertising it might not be a 
bad idea, but making them all at 
the same time on the same maga- 
zine page produces a distressing 
result. This page magazine ad 
contains one attempt in a light 
tone, one in white letters on heavy 
black, and two other different 
type styles of wide dissimilarity. 








It surely must be worth your while to get 
the facts about this car before you buy. 








at all, but like a lot of clippings 

of various kinds pasted together 

regardless of what might happen. 
——__<@.—____- 


Tue educational influence of an 
abundance of good, cheap reading mat- 
ter was never more needful than in 
these days of vast immigration of, for- 
eigners to our shores. The press is the 
eyes, ears and tongue of the public. 
It is fundamental to all scientific and 
industrial progress. In the wars 
against tuberculosis and yellow fever 
and other contagions; in every effort 
to secure public co-operation, it is in- 
dispensable. In times of epidemic, the 
poor and ignorant are usually the first 
victims and their homes the foci of 
infection. Such homes are invaded 
only by the very cheap publication and 
the sample copy. The cheapest of these 
abound in current information about 
hygiene, sanitation, etc., letting the 
light of modern science into these dark 
places, dispelling ignorance and pre- 
judice, paving the way for quarantine, 
allaying panic and spreading the gospel 
of cleanliness.—John J. Hamilton, 


2) 


THE new rule established for sample 
copies is the most un-American regu- 
lation that could be invented; for, in- 
stead of giving publishers equal rights 
to distribute sample copies, it gives the 
publisher who has a million subscribers 
the privilege of sending a million sam- 
ple copies and restricts the one whose 
publication has but three hundred sub- 
scribers to the distribution of three 
hundred copies only—a complete _ per- 
version of the law.—John J. Hamilton. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards or circulars, and any other suggestions for bettering this department. 








Thisis about the time to get after 
Christmas stuff with a knife; that 
is, the goods you’ve got to sell 
now or live with till next Christ- 
mas with no certainty of a separ- 
ation even then, Old stuff gets 
so attached to the store after a 
while that you can hardly give it 
away with a bunch of trading 
stamps, and that’s one thing that 
makes you wonder where your 
profits have gone. About all you 
can do now, besides printing the 
usual lists of gift goods and prices 
is to “holler” ‘step lively,” espec- 
ially if you deal in things that 
are particularly “Christmassy.” 
But if yours happens to be a util- 
ity line, something you don’t have 
to “clean up” by Christmas, you 
have a fine chance to make busi- 
ness by keeping stocks fairly full 
and advertising that you'll have 
the goods whenever they come. 
And don’t forget to print, between 
Christmas and New Year’s a 
gentle hint that New Year’s pres- 
ents are always in order for 
those who were unexpectedly re- 
membered at Christmas, or who 
forgot somebody. That’s all; no 
criticisms this time, for you're 
probably more in need of the hints 
in the ads. 





With 
the 


One 
In- 


How to Kill Two Birds 
Stone (Solitaire). From 
dianapolis News. 


The Prince of 
Holiday Presents 


is the Solitaire Diamond 
Ring. It is woman’s ideal. 
You can save by making the 
Christmas present the en- 
gagement ring. She'll ad- 
mire you all the more for 
your economy. We _ have 
beauties as low as $25, $35 
and $50. 


FLETCHER M. NOE, 
Jeweler, 
103 North Illinois St., 
Indianapolis, Ind. 

















Very True. Shipping Instructions Will 
Be Sent On Request. From Spokane 
(Wash.) Spokesman-Review. 


Any Man 
Appreciates 


a well made chiffonier—-one 
with big, roomy drawers, 
that slide in and out easily, 
The beveled plate mirror is 
just the right height for 
shaving. You'll like the ex- 
tra large sizes we are show- 
ing—lots of space inside for 
clothes and linen—lots of 
beauty outside. We consid- 
er one in selected birdseye 
maple, finely finished and 
polished, with large beveled 
plate mirror, especially close 
priced at $22.50. Of course 
we’ve much cheaper ones, 

The House That Makes it 
Right. 


ROBBINS, PRATT & ROB- 
BINS, Inc., 
Spokane, Wash. 











When They Don’t Know the Size. 


A Plan by which | 
You Can 
Give Shoes. 


What is nicer or more 
sensible for a Christmas gift 
than a pair of Shoes? A 
thing that will please old or 
young people. It is often 
hard to find out the exact 
size of Shoes wanted, so to 
assist you we have had a 
quantity of Christmas cards 
printed with the following: 


MERRY CHRISTMAS FROM 





This Card entitles you to 
ORE Oe OF asc ancsas hoes 
from the Shoe Department 
of the 

Boston SToRE, 
Binghamton, N. Y. 

Instead of buying Shoes 
to present your friend you 
can buy a card—give it to 
the person Christmas Day, 
and he or she can choose 
the Shoes according to de- 
sire, any time after Christ- 


mas. 





FOWLER, DICK & 


Binghamton, N, Y. 
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All “Framed Up.” 
(Mich.) Journal. 


$50.00 
A Christmas 
Present. 


_Just built six modern me. 
dium-priced houses, some full 
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Well, Why Not? From the Atlanta From the Detroit 


(Ga.) Journal, 


A Full Dress or 
Tuxedo for 
Christmas. 


Why not? The season of 
gift-giving is quite appro- 
priate for such an indulgence 








make yourself a present of brick basements, _ furnace, 
one or the other, or both, shades, gas, fixtures, best 
for that matter, if there is open plumbing, _ porcelain 
no prospect ahead from an- tubs—everything. Can move 
right in. Fine location, 


other source—you need both. 
The thought of investing 
in such a luxury used to 
send a chill down one’s spine 
—but it’s different now. 
Eiseman Bros.’ Dress and 
Tuxedos in Ready-for-Wear 
won’t put a very sharp crimp 
in = bank account; and 
as for perfectness, style and 
fabric—well, you just take 


churches, schools; good car 
service. East and west side. 

Season is late for selling. 
We don’t wish to carry them 
over and to sell them by 
Dec. 26th, will give purchas- 
er $50 cash, as a christmas 
present, and indorse it on 
contract as part of first pay- 
ment. Our net cash prices 


a look at them. are $1,550, $1,600, $1,750, 
Functions, Parties, Dances $2,300, $2,750, 3,150. 
and Receptions galore, will ™ a Easy monthly pay- 
ents. 


will be the order of the day, 
in conjunction with the 
Holiday festivities—and that 
you should be ready to ap- 
pear correctly dressed is a 
duty you owe society. 
EISEMAN BROS., 
11-13-15-17_ Whitehall, 
Atlanta, Ga. 


Do It Now—Particulars, 
JAS. & EDWIN B. NALL, 
Builders, 

522 Hammond Bldg., 
Detroit, Mich. 

















How An Electric Light and Power 
Company ‘‘Gets In” on the Christmas 
List. From the Binghamton (N. Y.) 
Republican. 





« Good Way to Move Slow 
Always a Good Scheme at 
It Helps the 


Sometimes 
Sellers. I 
Christmas Time for 














Goods to Sell Themselves. From 
the Washington (Pa.) Daily Re- One Hundred 
gprs and twenty-five Electric Flat 





Appropriate Gifts 
For Xmas Giving. 


The 25c. Table 
is filled with a number of 
useful and ornamental gifts, 
such as Vases, Ornaments, 
Odd Salads, Plates, Pictures, 
Silver Novelties, etc., etc. 

The soc. Table 
contuins a variety of prob- 
ably 100 different items, all 
at the uniform price of 5oc. 

On the $1 Table 
you'll see Brush and Comb 
Sets, fine Pictures, Sugar 
and Cream Sets, Japanese 
Bowls, Busts, fancy Dishes, 
etce., etc., many things worth 
more. 





Washington, Pa, 











[rons sold to the economical 


house-wives of this city 
Our Whole Store since July ist. Can you 
Is Filled with think of a better present 


than one of these handsome 
and useful articles. 
BINGHAMTON LIGHT, 
HEAT & POWER CO., 
Binghamton, N. Y. 





From the Bangor (Me.) Daily 


m 


ercial. 





Here’s the 
Cleverest Xmas 


Calendar! 


Has a dainty 1907 date 
pad, sprig of holly, and place 
where you can put on any 
picture or photograph that 
suits your fancy. It’s the 
most unique Christmas Cal- 
endar that’s out; my price 
including envelope for mail- 


RUDOLF HANAU, ing, 10 cents. 
48 S. Main Street, O. CROSBY BEAN, 
12 State Street, 





Bangor, Me. 














Times-Dispatch. 





Give this Bank 
Book for Xmas. 


One Dollar will start the 
happy boy or girl, man or 
woman who receives it, in 
the saving habit. It will 
mean comfort, strength and 
happiness to them later in 
life, no matter what their 
vocation may be. 

Christmas’ gift that 
everyone will appreciate, be- 
cause everyone likes a bank 
account. 

Send it by mail, in a 
registered letter. The money 
will be properly credited and 
the bank book sent you by 
first mail. We have excep- 
tional facilities for handling 
deposits sent us by mail. 

The saving habit can be 
started here with one dollar. 
Interest at 3 per cent com- 
pounded twice a year. 

A merry Christmas to our 
depositors and _ prospective 
depositors, 


THE PLANTERS’ NA- 
TIONAL BANK, 
Savings Department, 
Richmond, Va. 











Good Suggestion. 
Isn’t Made More by Banks. 
Kansas City Star. 


It’s a Wonder It 
From 











Give Them a 
Bank Account. 


There has seldom been a 
rich man who did not claim 
that it was comparatively 
simple to obtain wealth, and 
that the way to obtain it was 
not through one’s capacity 
for making money, but 
through one’s habit of  sav- 
ing it. It has been said so 
often it must be true, 

Most of us are good “mak. 
ers,” but poor “savers.” If 
we cannot leave much for 
the children, we can really 
do what 1s even better: we 
can leave them the training 
to acquire all they want. 

Make them little men and 
women. Come down and 
give them a littl Bank 
Book. We _ accept deposits 
from one cent up at Jones 
Bros.’ Bank and pay 4 per 
cent interest on time de- 
posits. 


JONES DRY GOODS CO., 
Kansas City. 


PRINTERS’ INK, 


The Original, With Cut of a Bank 
Book and Holly Border With Bags 
of Money in the Corners, Made a 
Fine Showing in the Richmond (Va.) 


Christmas Watches. From the Mont- 
gomery (Ala.) Advertiser. 


A 














Santa Claus reports that 
last year he received one 
hundred and forty-seven let- 
ters from children in Mont- 
gomery and that one hun- 
dred and eighteen asked for 
watches, 

That is his suggestion to 
you. 

Ours are as follows: 

Boys’ Watches—Open face, 
stem set, nickle, $2; gun- 
metal, $4.50; solid silver, $6 
to $8; gold filled, $10 to 
$12.50. 

Girls’ Watches—Open face, 
chatelaine, in solid silver, 
colored enamel, or  gun- 
metal, each, $5; gold-filled, 
$9; solid gold, $15; pins to 
match, 75c. to $2.50. 

We guarantee every watch 
satisfactory. 


C. L. RUTH & SON, 
15 Dexter Ave., 
Montgomery, Ala. 








Hoskins Doesn’t Mean to Keep 
Diary. From the Philadelphia 
letin. 
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Diaries 

make gifts that are used 
through all the year. There 
are some 300 aifferent kinds. 
Prices range from 15¢. to $3. 

Excelsior Diary Journal 
has leather back and corners, 
with cloth sides, 5x8% in. 
—$r. 

Let Hoskins be your gift 
shop, and get a copy of good 
business. 

This store for business 
tools and quick, intelligent 
service. 


HOSKINS. 
904-906 Chestnut Street, 
Philadelphia, Pa. 











Good One That Was Left 





To Flurried 
Shoppers. 


A_ good book is always a 
good gift to fall back on. 
Our two Book Stores (here 
and in New York) are sell- 
ing each day as many books 
as an ordinary book store 
sells in a month. Come to 
Book Headquarters and save 
time. 

Open to-night till 9.30; 
closing to-morrow at 7. 

JOHN WANAMAKER, 
Philadelphia, Pa. 





Over 


From, Last Year. From the Phila. 
delphia Record. 
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Mistletoe! Happy | Thought. 
From Ashland (Wis.) Daily Press. 





Mistletoe Free. 


On Saturday I will give 
away one twig of Mistletoe 
to every customer making a 
purchase at my store. 

I have the Choicest Stock 
of Turkeys, Geese, Chickens 
and Ducks for Christmas, 
and the Choicest Steaks and 
Roasts of all kinds for the 
Holidays. 

I always carry a line of 
Fancy Groceries, Canned 
Goods of all descriptions, 
Fresh Eggs, Creamery and 
Dairy Butter anu Fruits and 
Nuts of the Very Choicest 


Kinds, 
ROOD’S 
Grocery and Meat Market, 


1301 W. 3d. Street, 
Ashland, Wis. 


PRINTERS’ INK. 


Short and Strong. From the Williams- 
port (Pa.) Sun. 











Our Business 
is Plumbing. If it’s new 
work—water, gas or steam 
fitting—we do it in the best 
way, with the best materials, 
by the best workmen. If it’s 
repairing, we’ll ‘‘fix it so it 
stays fixed.” 
What do you need in our 
line? 
LOVE & CO., 
Bell ’Phone 4842, 
143 West Third Street, 
Williamsport, Pa. 





Still Another Use for Olive Oil. From 
e Philadelphia Bulletin. 











Spokane (Wash.) Spokesman-Rez 


One is All Right. From 


New. 











The St. Clair 
Heater 


For wood and coal. Prices 
range from $2.75 up to $50. 

Some of these chilly 
mornings you will rush in 
here to have a heating stove 
set up at once and you will 
find about 25 orders ahead 
of yours—just a hint: Take 
time by the forelock and get 
your order in soon and 
you will have your heating 
stove when you most need 
it. We are showing a com- 
plete line of the St. Clair 
marvelous heat producers 
and fuel savers, and _ the 
prices range from a medium 
size wood stove for $2.75 
up to a hard coal burner 
for $50.00. Our medium 
priced soft coal burners are 
the most practical for gen- 
eral use, and a very large 
line is shown and_ priced 
properly. If you have an 
old fuel waster, let us make 
a trade with you. We will 
take your. old, worn-out 
stove and allow you all it is 
worth as part payment on a 
new one, and the _ balance 
can be taken up at your own 
convenience. Satisfaction is 
guaranteed or money cheer- 
fully refunded. 

Terms $1 down and $1 a 
week. 

Buy now—pay later, All 
the credit you want. 

Your home furnished com. 
plete. 

THE GROTE-RANKIN 

COMPANY, 











Spokane, Wash. 





Olive Oil in the 
Cure for Gall Stones. 


Gall stones are formed in 
the gall bladder by the hard- 
ening of various salts and 
mucus. Since they give rise 
to dyspepsia, gout, rheuma- 
tism and diabetes, physicians 
endeavor to dissolve them or 
make easy their expulsion 
from the body, 

The Family Doctor tells 
how the patient should help: 

“Richly cooked food 
should not be eaten, nor 
should sugar and fats in any 
variety. Nothing should be 
taken containing lime or 
salts. Coffee and tea may 
be drunk without harmful 
results, if taken in modera- 
tion. Avoid beverages con- 
taining carbonic acid gas. A 
cup of hot water at night 
and early morning is bene- 
ficial, and large doses of 
Pure Olive Oil are highly 
recommended as a lubricator 
for the channels’ through 
which the gall stone is car- 
ried in its passage.” 

the suggestions seem 
plausible and you conclude 
to follow them, take no Olive 
Oil that you’re not fully 
convinced is pure. Los An. 
geles Olive Oil is. The 
judges at the Paris and St. 
Louis Expositions said so, 
and awarded it first prize 
for wholesomeness in com- 
petition against all the Olive 
Ouls in the world. 

Pure Olive Oil is nearly 
a hundred per cent nutrient. 
Run no risk of getting an 
adulterated Olive Oil. 

Pes Angeles, or none at 
all. 

25c. 5o0c., $1 bottle. 
THOS. MARTINDALE & 
COMPANY, 

Tenth and Market Sts., 
Philadelphia, Pa, 
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ALLEGED HUMOR. 


“T RESEMBLE Edgar | Allan Poe,” said 
the author, proudly. “Indeed?” “Yes; 
I don’t get any more for my stuff than 
he did!”—Atlanta Constitution. 


THE office boy had pied the first 
page by dropping the form down two 
flights of stairs. “I wish,” murmured 
‘that you had broken 
’—Judge. 


the gentle editor, ‘ 
the news more gently.’ 


A Lonpon dentist who believes in 
advertising displays the following 
drawing inducement: 

“Have your teeth pulled out for a 
Christmas present.”—N. Y. Press. 


AutHor—-““How is 
new novel progressing.”’” French ditto 
—“I have the story all written, and 
now I must go over it and polish it 

” “Oh, put that time on the next 


up. 
one.”’—Life. 


AMERICAN your 


At one of the restaurants on Broad- 
way, New York, owned by a syndicate, 
the following placard has been posted: 
“If you are too proud to eat in your 
overcoat, sit on it. We are not re- 
sponsible.”—Pittsburg Dispatch. 


CAESAR was revising the calendar. 

“T was trying to fix it so the maga- 
zines would really come out on the 
first of the month,” he explained. 

Failing in this, his weakened brain 
took to writing poetry.—New York 
Sun. 


Last winter the proprietors of a 
hardware store in a country town hung 
out this sign: 

Jones & Situ, Cheap Skates. 

It was several days before its double 

meaning dawned on them.—Lippincott’s. 


PRINTERS’ 


INK, 


A Lonpon jeweler displayed the fol- 
lowing notice in his shop window 
to-day: 

“A full set of burglar tools was 
found on these premises this morning. 
It will be delivered to any person de- 
scribing the property and proving own. 
ership.—New York Times. 


OH, BOSTON! —A well-known 
Washington architect who has just re- 
turned from Boston is chortling over a 
good joke on that correct and literary 
city. He says that in the reading-room 
of one of the most exclusive clubs in 
the Hub there is a sign that reads: 
“Onl low conversation permitted 
here.” —Harper’s Weekly. 


TROUBLES. 


I wrote a tale I thought would win, 
In it I said my heroine 
“Grew pale and fainted;’ 
The printer man who set it, he 
Bungled the job and said that she 
“Grew pale and painted.” 


I let that pass, but Holy Smoke! 
His next bad break my spirit broke, 
Where ‘clothed with sanctity” 

I wrote, the cuss transposed the “a” 
And “c,’”? and made me of her say 
She was “clothed with scantity.” 

—Boston Transcript. 


THE TRUTH AT 
Lot, fleeing from Sodom, saw his wife 
turned into a pillar of salt, he was 
in a great quandary. Looking around 
his eye fell upon a signboard in a 
field near by: 

LOTS FOR SALE 

Seizing this he fetched 
where his saline spouse was 
and with a little ingenuity he 
read: 


LAST.—When 


it over to 
standing 
made it 


LOT'S WIFE FOR SALE 
Then he sat down and waited pa- 
tiently for a customer.—Boston Tran- 
script. 





GET A COPY FOR © YOUR MOTHER. IN-L AW. 


We receive many letters concerning Heart 
Throbs, and what it has done in hospitals and 
convalescent homes; 


PATHETIC incident came to my at- 
tention the other day concerning one of 
the dear readers of the National, who passed 
away with a copy of Heart Throbs at her bed- 


side. 


If you want a volume of Heart Throbs for 
a Christmas gift for anyone, do not fail to 


send in orders at once, 


—From Joe Mitchell Chapple’s “ National Magazine.” 





